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This OPEN q 
is a Feact ! na 4 
—— aw 


A short time ago a well-known ad- 
vertiser (by the way, he has a national 
reputation) stopped his advertising in 


The Philadelphia 


Record 


He stayed out about three weeks. 
Then, without solicitation, he walked 
into THe Recorp office and made acon- 
tract to use 50,000 lines within a year. 


The Reason Why ? 


Ke; =FTe could not find another 


medium to pay him so well. 


With a daily circulation ranging 
around 170,000 copies, results are im- 
mediate to advertisers in THE ReEcorp. 


For rates address .... 
THE RECORD PUBLISHING COMPANY, Philadelphia. 
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Answering 


Advertisements 


which have appeared in the 
local weekly is a part of the 
home life of the country ~@S 
people. Sy 
Attention having been attracted and 
interest created by the advertise- 
ments in the home paper, fuller 
information is obtained by corre- 
spondence, which leads to satisfacto1 
business. 
It is all brought about by the local count) 
paper. 
There is no substitute. 


Our rew catalogue, sixty pages, shows how the country people of the New England, M 
and Atlantic Slope States can be reached with one electrotype. 


Atlantic Coast Lists, 134 Leonard St., New York 
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matter up it would not have failed to 
take the honest side of the question— 
the side of open and frank statements 
of circulation—and that would have 
been an almost irresistible movement 
in favor of a directory that would give 
the public circulation facts. 

The circulation of a newspaper is the 
only tangible guide to the value of its 
advertising space. Hence the neces- 
sity for the advertiser to know how 
many copies it prints. Advertisers 
with little experience are often willing 
to pay a good round sum for the name 
of a newspaper regardless of its circu- 
lation. But the experienced and ca- 
pable advertiser is not gulled in that 
way. Circulation to him is the im- 
portant consideration. The name and 
the character of a paper are secondary 
and carry small weight in deciding his 
outlay. 

Circulation is tangible; character of 
paper and purchasing power of readers 
are exceedingly intangible. So many 
readers—that can be figured out. But 
the character or buying qualities are as 
elusive asa dream. No advertiser is 
shrewd enough to place a value on 
them. It is thought by some adver- 
tisers that their advertisements will in- 
spire more confidence in some papers 
than others. In other words they be- 
lieve the newspaper throws its char- 
acter, whether good or bad, over its 
advertisements—that a doubtful ad- 
vertisement will inspire confidence 
when printed in a ‘‘good’’ medium, 
while a good advertisement will lose 
power in a paper of doubtful character, 
We believe this to be error. The 
sooner an advertiser finds out that he 
is judged by his own statements the 
more successful he will be. No paper 
can relieve him from the responsibility 
of his own words, and no paper now 
tries todo so. Does John Wanamaker’s 
advertisement inspire the reader with 
amy more confidence in the 77ibune 
than in the World? 

This fact it is that makes the strife 
for circulation so intense—that causes 
newspaper publishers to go to any 
length, even to lying, to increase the 
size of their circulation statements. It 
is this fact also that impels the expe- 
rienced advertiser to try to find out the 
circulation of every newspaper with 
which he deals. This constant effort to 
expand circulation on the one hand and 
to detect frauds on the other keeps up 
an almost ceaseless circulation con- 
troversy. These controversies usually 


from circulation 
American Newspaper Dir 
ory, and reach the public thro 
PRINTERS’ INK, tha. famous ‘I 
Schoolmaster in the art of advertising 
Only a week ago the case of two daili 
in Paterson, N. J., was discussed. Bot 
papers had made detailed statemen 
of their circulation of the past yea: 
They quarreled with each other as t 
their truthfulness and the Ameri 
Newspaper Directory sent an aml 
sador to investigate. He decided t 
both reports were false and should 
scaled down. 

This goes to show the necessity 
the advertiser of a good newspay 
directory. The American undertake 
to guarantee all circulation ratings th 
are furnished to it in detail. But wit 
all its precautions it has found t! 
some publishers will furnish detail 
reports where the figures for every d 
m the year are lies, thus necessitatir 
over 300 lies to complete one repor 
It is a hard thing to say that a pu 
lisher will deliberately falsify his « 
culation, but it is sadly true, 
publishers of the American Newspap 
Directory have discovered. About 
year the Mews gave its candi 
opinion as to the great value of th: 
work this directory is doing for bot! 
publisher and advertiser. Within 
few weeks this opinion has om pul 
lished by PRINTERS’ INK as the be 
and completest analysis of the om 
ican Newspaper Directory that ha 
been made. All we can add is that 
we still adhere to that opinion afte 
thinking it over for §2 weeks and sha 
be glad to see the work of that famous 
directory continued. 


—_————+ + 


A COMPARISON. 
COMPARATIVE STATEMEN. OF DISPLA 
ADVERTISING IN PHILADELPHIA DAI 
IES FOR THE MONTH OF MARCH, 1897 


arise 
to the 


reports SE 


as tl 


ago 


Total number of lines published: 
The Philadelphia Record 
The Philadelphia Press 
The Philadelphia Inquirer... 
The Philadelphia Times 
The Public Ledger 
There are many people who assert 
that there is no American newspape 
that gives advertisers more for their 
money than the Palinteighie Record 


jam 35 


159,799 


+- 
AN ADVERTISEME NT FROM THE NEW 


YORK * TIMES 


~The pious care be ours the dead 
to burn,—U, 8. CREMATION CO 
(U.D.), 62 East Houston St., New York. 
Write for pamphlets. 
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THE NEW YORK DAILY PAPERS. year, his opinions were thought 
worthy the call of PriINnTERs’ INK's 


»W THEIR VALUES ARE ASCERTAINED 
ambassador. 


AND COMPARED. 


‘*When representatives of newspa- 
One of the best known advertising pers come to you to get advertising,” 
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Cuartes F. Jones. 


perts in New York is Chas. F. was asked, ‘‘how can you tell what 
nes, the manager of the advertising you are buying ?”’ 

partment of the Siegel-Cooper Com- ‘*I have several ways,’’ he replied. 
iny. . As he has. the sole responsibil- I do not rely upon any one.” 

in making contracts of advertising ‘*Then the unsupported statement 
hich aggregate over $300,000 per cf the newspaper is not enough ?”’ 


“ec 
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“7 of value for one 


thing.” 

‘* What is that ?” 

‘‘It gives me the maximum idea of 
know that 


is chiefly 


the paper's circulation. | 
t cannot be more than what is 
claimed.”’ 

‘* Your other methods are 

‘*T secure from each an opinion as 
to the circulation of ali the other 
papers, which I am reasonably safe in 
accepting as their minimum circula- 
tion. 

soy 

ree-"— 

7h take the average. 
Anyhow, in this way I get the highest 
and lowest estimate upon each publi 
cation, and know that the real circula- 
tion lies somewhere between.” 

“Then how you get at 
facts ?”” 

‘*By averaging the impressions I 
receive from several other lines of ine 
vestigation. First, there are certain 
ear-marks about the paper itself which 
reveal its condition—they do to me. 
Then inquiry among different classes 
of people and newsdealers develops 
much that is of interest. The use of 
a paper by certain advertisers is some- 
times an indication.”’ 

** But this does not give you an ex- 
act knowledge of the circulation you 
are buying.’ 

‘*No; but it gives a basis for the 
investigation I then make at the office 
of the paper.” 

‘*You then think you have « 
to know what you are buying ? 

‘*T do, indeed ; just as much as I 
have in buying coal or anything else. 
I can judge of the character of a paper 
by examining it. I can satisfy 
myself as to the class of people it 
reaches by reading it and by a little 
inquiry, but the unknown factor is i 

** The circulation.’’ 

‘* Exactly.” 

** But do you 
Can you get it? 

Mr. Jones sighed and answered cau- 
tiously, ‘‘ Yes, from some of them.”’ 

‘* Which ones here among the city 
papers ?” 

‘“‘T am papers 
like the Journa/and the £7 Post. 
They have given me freely every fa- 
cility I have wanted, and I feel that | 
know what they are selling me.’’ 

‘* The fact that the /’osf's circulation 
is comparatively small did not deter 
you from trading ?”’ 


, 


their estimates do _ not 


sometimes 


do the 


soon 


get this information ? 


best satisfied with 


ening 


INK. 
that, I have | 
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far from 
to discount 


‘So 


higures, W 


need 
1 
1 


wou 


d have done had its manager 
less frank with me.’’ 


+} 


‘* How about the other paper 


= Phey have a been very wl 
talk circulation, « xcept two ie 

** Which are they ?”’ 

‘““The Mail and Expr an 
7 ime These claim the 
not tell their circulation to any 

** How you treated “by 
others ?”’ 

‘*T think,” 
edly, and not 
the point, ‘‘that 
has a 7?gh¢ to know can get from t 
an exact idea of what circulation t 
have.’ 


papers 
were 


said Mr. Jones, 


answering direct 


any customer 


But did you? 
‘*Well, yes, I did.” 
‘* The Herald ?” 
“Te.” 
*“*The World?” 
“Toa,” 
‘*How? 
he | 
conduct an 
‘‘and it depends 
upon whether the ] 
know the a 


confess it is extremely « 


to investigation,’’ 
Mr. Jones, 
great extent 
lisher w2sh 
facts.”’ 

‘* He knows, of course ?’’ 

‘Of course he knows what he 
got, but the methods and record 
intricate that 
rive at correct 
mere accident, unless the publis 


s you to 


outsider can 
except 


no 


so 


conclusions 


really desires to disclose the facts 
‘*But if he 
desire to conceal 
paper ?” 
‘* The investigator will have t 


should be reiuctant 
the condition o 


pend upon the accidental discove 
clues eg 

‘“Then it is easily acc 
plished, except with the free rt 
and actual help of the publisher ?’ 

‘*TIt is extremely difficult for « 
an expert.”’ 

‘* Would you value the report 


not 


examining committee ?” 

** Not if it merely called and saw 
edition printed and sent out.” 

** Why ?”’ 

** beca € SO € 
mani Iw 
not consider it of the slightest va 

‘“What would you want to know 

‘IT would the pa 
year and know how ma 
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ve its correctness.” 
If you were publishing a newspa 
lirectory, and were trying to sé 
and accurately publish the « 


} 


ms of pat ers, how would you under 


e to obtain and verify the informa- 


I know of no better means than 
Mr. Rowell « loys, for pe rsonal 
stigation 1s, of course, impossible e 


Would sworn statements improve 


I don’t think so. A publisher who 
ld falsify a certified statement 
d not hesitate to swear to it.”’ 

rhen you can’t suggest any way to 
rove it ad 

I think Rowells American News- 
er Directory has the best available 
thod. Advertisers generally so re- 

it 
‘In what order would you arrange 
city dai as to circulation 
I would place the morning ed 
follows: World, Journal, 7. 

\ (Sunday edition), 

ditions 
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The evening « 
Telegram, Sun, 


’ 
’ > 
Commercial Advertiser and Mail 


}. ” “ 
Laupress, THE AMERICAN AGRICULTURIST.” 
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INSIDE THE STORE. 
By Julius Fitzgerald. 

Perhaps you do some good advertis- 
ing, perhaps you don’t. Presuming 
that you do, how do you follow it up? 
There is plenty of poor advertising for 
good articles, and quite as much good 
and clever advertising for very poorly 
managed stores. Advertising isn’t the 
whole business, not by a long distance 
It can be made the best part of it or 
the worst part of it, according to the 
inside management. The best adver- 
tising can be, and often is, negatived 
by inferior store tactics. It is not so 
much what you say as what you do that 
holds customers. The cleverest ad is 
often offset by a surly floorwalker, or 
an inattentive salesman. Do you pay 
as much attention to the inside of the 
store as to the outside advertising ? 

When you invite friends to your 
house do you allow your butler to be 
supercilious when admitting them— 
your servants to be uncivil or inattent- 
ive while waiting upon them? Would 
you not feel humiliated beyond meas- 
ure if any one in your employ should 
treat your guests with disrespect? 
Would you retain in your employment 
any help that insulted your callers? 

Of course you wouldn’t, but there 
are a great many storekeepers who 
seem to overlook the fact that, when 
they advertise, the public is an invited 
guest in the store, 


ranged conveniently and for the « 
fort of your guests—the public? H 
you a quick system of giving cha 
and avoiding unnecessary delay 
your customers when they make 
chases? Is there plenty of light 
air in the store, ice water in sum: 
and waiting rooms at all times ? 

And, above all, can the public 
on finding in your store just the 
goods you advertise, at just the 
prices? Do you carry out the cont 
implied by your advertisements 
you do—if everything in the stor¢ 
keeping with your public annou 
ments, and they are good—there 
apparent reason why your busin 
should not be a success. 

- se -— 
A BLOW AT BUSINESS 

To interfere with the department mer 
tile retailer is the same thing as interf 
with the employment of capital in other 
To sell goods cheaply, or in such a fa 
as to exclude other dealers from the la 
share of trade belonging to them, cann 
come unlawful until our statutes lay 
some fundamental proposition restrictin, 
circulation of capital in business. N 
law has yet been adopted in any Stat 
Providence (R. 1.) Fournal. 

~_, 

Tue art of advertising requires for it 
complishment thousands upon thousar 
men and women, and J have never been 
to understand why the intelligent emp 
or the intelligent laborer is not more i: 
ested in the reading of the few really ¢ 
advertising trade papers.— Advertising 
perience. 





and must be treated 
with every courtesy, 
just like a social 
guest at the house. 

It isn’t much use 
advertising for busi- 
ness unless you have 
a store and a staff 
that will help you 
to get and hold the 
business. Above all 
things, insist on 
every sales-person 
and floorwalker in 
your employ being 
scrupulously polite. 
Not merely polite, 
but anxious to 
please, unconscious 
of any trouble they 
may be put to in 
showing goods or 
answering ques- 
tions. The pleasant 
face and quiet smile 
go a long way. 

Is the store ar- 
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paper 


THE foregoing announcement, 


Advocate, of Philadelphia, 
the first type-founders’ advertisement printed in a nev 
Ameri¢a. 
Caslon Old Style, 
in the Philadelphia branch of the American Type- 
founders’ Company. 
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OUTDOOR ADVERTISING 
ENGLAND. 
‘By John C. Graham. 

Although we, as a nation, are far 
and away ahead of all other countries 
in the matter of newspaper and maga- 
zine advertising, although our ideas 
and methods of publicity are bolder 
and more original than those of any 
other people, we cannot deny the fact 
that when it comes to outdoor adver 
using the ‘‘ old country” easily takes 
the lead. Every known form of out- 
door advertising that is practiced here 
is in vogue across the water, but very 
many mediums of publicity are used 
in Europe that are not indulged in 
here. Every available inch of space 
on the walls of the big railroad 
terminals in London is crowded with 
display signs and posters, advertising 
all manner of goods, and in smaller 
wayside stations it is often impossible 
to pick out the usual sign, bearing the 
name of the place, from a hosf of 
similar boards announcing ‘‘ Keen’s 
Mustard, ” ‘‘Colman’s Starch,” ‘‘Reck- 
itt’s Blue,”’ 
** Electropoise,’ 


IN 


aoe 0 


‘* Pears’ Soap, sovril,” 
a lbury’s Cocoa,”’ 
** Borwick’s Baking Powder,” ‘‘Guinea 
Gold Cigarettes,’’ and a_ thousand 
other articles bidding for publicity. 
Just imagine the whole of the interior 
of the Grand Central Depot covered 
with painted and glass signs, advertis- 
ing almost every known product of 
this country, and you have an idea of 
what a great London railroad terminus 
looks like. 

English advertisers not only invade 
all street cars and omnibuses, but use 
all the outside space on such vehicles 
to such an extent as to puzzle a stranger 
as to where the car The 
destination is always painted on the 
side of ‘‘tram” cars and omnibuses, 
but a countryman could not tell whether 
the conveyance was going to Battersea 
or ‘** Beecham’s Pills,” to Bayswater 
er to ‘‘Herbaline.” It must be trying 
to the out-of-town visitor to wait on a 
crowded corner for a ‘‘’bus’’ going to 

srixton, and see a string of them 
passing, on which he can read, in bold 
letters, ‘‘ Yorkshire Relish,’’ ‘‘ Hovis 
Bread,” ‘* Brooke's Soap,” 
Oats,”’ etc., but no decipherable men- 
tion of where the car would take him 
to! All London street cars are double 
deckers—you can ride on the roof and 
smoke if 3 wish to, and all the 
**risers”’ of the winding staircases are 
used for advertising pur ust 


oC Vv 
is going. 


sé 


Provost 


you 


poses as 


the ‘‘risers” of the ‘‘L” road st 
are in New York City. 

In fact, every large public veh 
London is an advertising wago 
the show 
the spaces, for th 
there 
street than in the « 
culation ” 
cars going through the most pi 
districts are most sought after, an 
revenue accruing from the renti 
such advertising space must be 
an item annually. 

The theaters are the best patr 
the big the tram cars 

oof 
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board 


much better 
reason 


outside is 
inside 
always more 


are people 


and so the 


Of 


ir, 
is greater. 


course 


spaces on 
Th 
all round, and a 
high, and running the full length « 
car—perhaps from 12 to feet 
firmly fastened to this railing, 
the double duty of protecting pa 
gers’ legs from wind and weather 
at the time bok 
which everybody on the sidewalk 
English advertisers do not u 
fence ns in the rural district 


joining railroads as we do, 


omnibuse Ss. 
about twe 


20 


same bearing a 
se 
sig 
but ¢ 
station of any importance on all 
is literally covered with every kin 


advertising signs. This shows 


our English cousins believe rather 
concentrating than in scattering t 
advertising efforts. Wherever cr 
congregate, there you will find a 
titude of signs and posters, W 
crowds are not likely to be, you 
look in vain for attempts at publ 

rhe i 
their revenue by letting out adve 
ing spaces on which signs are hung 
painted, and, in fact, whichever 
you turn in the British metropolis 
are confronted with the fact that 
door display advertising is much n 
liberally indulged in there than in 
own cities. 


river steamboats also add 


+o 

No arbitrary principle can be frat 
to govern advertisement writing. 1 
writing be governed by t 
piace, article, and other considerati 
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THE PACIFIC NORTH- \ 
WEST, 


That Oregon was redeemed © 
in the late presidential election 
is due to the Portland Ove- 
gontan, the great daily of the 
Pacific Northwest. The Ove 

mian is able and honest. It 
covers a great hie ld. The 
Eastern advertiser who seeks 
the trade of the Pacific North- 
west may safely expend half 
his advertising appropriation 
with the Ovegenian. The 


OREGONIAN BUILDING IN 1897, 





other half may perhaps be di- 
vided among five or six other © 


papers of importance. * * * 


From Editorial, Printers’ Ink. 


“ 


ire Oregonian 


DAILY, SUNDAY AND WEEKLY 
EDITIONS. 





si Population 
PORTLAND (Orricuc) + = 81,942 E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive of Portian 
(arprox.) . 275,000 . 
FFF. 

WASHINGTON * « « + $75,000 
IDAHO «. «© «© «© « «+ + 100,000 | o ~ 

The S.C.Beckwith Special Agency, 
WESTERN MONTANA ° 90,000 


Sole East Agent 
BRITISH COLUMBIA . . 100,000 en ee 


_ Tribune Building, The Rookery, 
1,039,142 New York. 


Chicago. 


©) 











PRINTERS’ IN 


ADVERTISING A HOTEL. 


In order to get original and interest- 
ing literature about any resort or hotel 
it is not necessary to secure the united 
services of Rudyard Kipling and 
Stephen Crane, or to temporarily with- 
draw Mr. Richard Harding Davis from 
the pursuit of the higher journalism. 
Of course a signed description of any 
resort by a well-known writer will be 
an excellent advertisement, if it can be 
afforded, but for advertisers who ques- 
tion the taste of this method, or object 
to its cost, there are other ways as ef- 
fectual in the end. The main thing is 
to get out of the old ruts. Have all 
descriptive writing done from the place 
itself, and not from what the author re 
mémbers of a thousand old circulars on 
similar themes. Employ for this work, 
if possible, a person who is seeing the 
place for the first time. Managing 
editors know the advantage of a 
‘*fresh eye” when they want a good 
bit of description. When the 
is done have the author go through it 
with a blue pencil and cut out every 
general statement it contains. If he 
does not do this thoroughly, see to the 
pruning process yourself. 

Don't waste space on the things 
which every good hotel offers to its 
guests. Dilate upon your specialties 
The class of people who go to summer 
and winter resorts know all about 
good hotels in general; what they 
want is to find out whether you can 
offer them some new pleasure or lux- 
ury. If your ball rcom will take in 
sixty quadrilles at a time don’t make 
vague statements about airy and spa- 
cious public rooms, but give a crisp 
description of a ball at your house. 
If your golf links are the best in the 
State, blow the trumpet for them with 
no uncertain sound. If there are good 
bicycle trips in the neighborhood tell 
about them, how long they are, the 
stopping places on the way, the char- 
acter of the roads, and all the other 
things the cyclist wants to know be- 
fore he starts from home. If your 
neighborhood produces any delicacy 
for the table, mention it. You may 
ransack the markets of the world for 
your guests, but nature reserves the 
privilege of making her dainties taste 
best on the spot where she produces 
them. People want raw clams on the 
Jersey coast, oranges in Florida and 
brook trout in the Adirondacks, even 
if they never think of eating these 
things at other times. 


article~ 


NX 
a*\ 

Hunting and fishing should be 
scribed in ways to give the sports: 
information, not turned off wit 
couple of dry sentences. Men 
really bring guns and tackle are n 
be tempted with a stereotyped 
nouncement that they may have use 
such baggage. They want to know 
nearly as possible, the present « 
tion of the and streams, fr 
the sportsman’s point of view. ‘I 
want facts and figures about what 1 
be caught and shot 
they can verify from local hearsay w 
they arrive, even if personal ex] 
ence yields scanter sport. Do not 
sult the wild flowers of the re; 
a remark about ‘‘ extensive flora : 
rare 
some 
them in a brief and interesting w 
and you will have half the amat 
botanists in the country for your gue 
To go from violet season in ¢ 
fornia and arrive at Lakewood in t 
for the first arbutus is worth a jou 
across the continent, and a hint of t 
fragrance of orange blossoms will d 
to Florida many a visitor who w 
remain unmoved by promises of g 
dinners and a military band.—A~» 
can Resorts, Chicag 

a al - 
THEY HAD A JOB OFFICE 
Managing Editor—Did you write tl 
] the usele ess of handbill 
f advertising, M “ia ? 
A ssistant—Yes, I flatter 
pretty well written, sir. 

**Oh yes, it’s written 
lies seem that even 
you ought to know tl 
main | { this 
Haute E xpr s 


weeds 


-something 


gion V 


plants grow in the vicinity, 
competent person to tell al 


} 
the 


cle on 


sir myself 


used a 
Mattres 


Tus dainty illustration is 
the trade-mark of the Union 
Co., of St. Paul, Minn., makers 
mattresses, cribs and cradles. 


of 
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Across the Bridge. 


The growth of the circulation of THE 
NEW YORK TIMES is by no means con- 
fined to the city of New York. Most of 
the 1,200 newsdealers of Brooklyn make 
statements similar to these: 


Newsdealer J. HENNEssy, March 29th, 1897. 
Montague, near Hicks St., Brooklyn, N.Y. 
**T increased my order for New Y K Times bot 


week for the third time within three months. ut this time last year I was 


h daily and Sunday this 


selling 


20 daily and 25 to 30 Sunda IMES; w, I am selling 85 of the 
daily edition and 95 of the Sunday edition. ' w York Times and 
other paper are the only two th increase at all, and THe Times 


shows by far the greatest gain.” 


Newsdealer I. P. Lewin, March 29th, 1897. 
296 Flatbush Ave., Brooklyn, N.Y 


“While some of the other papers } e droppec ff ver 


York Times has increa 


long ago I took 36 


Newsdealer SHEEHAN, March 29th, 1897. 
Flatbush Ave. and Fulton St., Brooklyn, N.Y. 


“* There is no mistake about it, THe New Y Kk Times picking up won 
illy, both the daily and Sunday t M 
day was 25, when I sold 43. Everybodys 


in THe New York Times.” 


The New York limes 


‘‘All the News That's Fit to Print."’ 
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THE NEW YORK ‘“ TRIBUNE.” 
ITS DAILY CIRCULATION, 


On page 4 of PRINTERS’ INK for 
April 7 the following matter had place 

rhe management of another New 
York paper of high character and great 
influence says of it in an advertisement 
which appears without date: ‘* During 
the past five months its circulation has 
been as high as 136,000 copies a day 
and at times as low as 76,000 copies 
a day.” To a casual observer the 
advertisement asserts that during five 
months, counting from the time the 
reader is looking at it, the circula- 
tion of the paper had not been lower 


than 76,000 copies. A more careful the same pu as tl ms 


comm 
manner 
1g man Agre I 
an l in isl 
as it still fs 1 be definite, PRIN 
ERs’ INK 1 ted with Mr 
s fe ws 
BURE THING sah aaataal 
Some circulations are unknown Some 
Well known. The Tribune's is CC NCEDED 
the most desirable character. 
Advertisers in The New-York Tribune do pot 
experiment at thelr own cost and risk, Celve 
— daily 
reading, however, shows that such a "Ve mor 
conclusion is not /#//y warranted by the oe “agsaal 
text. The actual fact is that eventhe this we understand 
average circulation of the paper in © the Daddy 7 
question for five months last past, dat- — ling 
ing from March 31, 13897, has not written below 
been one-half of 76,000 copies, and next issu of 
ii is pretty well understood that oc- f,\). ‘ es 
casionaily its issues fall even as low ; 


l t INk 
as one-third of 76,000 copies. It is It is a satisfaction to report that Mr. 
an interesting question for an adver- [fal] promptly si ned the statement 
tiser to consider whether the manage- sent him, which w as follows : 
ment, in issuing the circulation state- Px, rs of INTERS’ INK, J 
ment above quoted, is doing a dishon- 
est thing. If not, then it must be that maniiols : 
such usage is permissible possibly ; a i a ? 
commendable. Perhaps there is no ob- Business Manag 
jection to stating that the paper re This would seem to show that th 
ferred to is the New York daily 77i4une, Little Schoolmaster was in error wher 
This publication brought a protest he expressed a be lief that some 
from the 77t4une office as follows : sues of the Daily /ribdune were les 
is i ae Aras than half of seventy-six thousand It 
The following statement is made in P Is pe rhaps a regrettable circumstance 
ers’ INK of April 7th instant: that Mr. Hall did not feel called upon 
_“* The actual fact is, that even th rage to draw his pen through the figures 
circulation of the paper in 
New York ; 


past, d 


38,000 and substitute 76,000 in their 


been / ; ; ; 
pretty well u t ‘ nall t f htr ig I ant, 
issues f; l . n't ar nind : 
copies.’ He | 1 existence 

This extraordinary statement is absolutely W : 
false. The circulation of the daily and Sun- hicago Record. 


unaer t 
ith his headlight on behind. 
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Charles M. Shortridge, 


Editor and 


Proprietor 





THE GREAT FAMILY NEWSPAPER 
OF THE PACIFIC COAST = 


More Druggists, 


More Grocers, 
More Dry Goods Stores, 
More Merchants 


Advertise in THE SAN FRANCISCO 
CALL than in any other paper on the 
Pacific Coast 
Write the Eastern Office, 34 Park Row, New York, 
for further information. 
D. M. FOLTZ, Eastern Manager. 
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Where Advertising Pays 


The farmers in the Middle West 
—QOhio, Indiana, Illinois, Wisconsin, 
lowa, Nebraska, Minnesota, South 
Dakota and Michigan——are better 
off than those anywhere else in the 
country. 

Where the farmers are better off, 
the village storekeeper, doctor, law- 
yer, clergyman, mechanic and small 
manufacturer have more money. 

The trade of these rural com- 
munities is worth securing. It can 
be influenced more effectively and 
certainly through the local weeklies 
than in any other way. 

Let us tell you how easily and 
cheaply you can cover this field or 
any given portion of it, 


CHICAGO NEWSPAPER UNION, 


10 SPRUCE STREET, 93 So. JEFFERSON ST., 
New York. CHICAGO. 


The papers of the Chicago Newspaper Union lists include 1,500 
local weeklies with over 1,000,000 circulation. They are the most 
thoroughly read papers in the country and circulate among the people 
who do five-sixths of the buying. An advertisement is inserted in 
the whole list as easily as in any single paper. 
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IARLES M, SHORTRII 


reds of thousands of dollars.” The new proprietor proposed to do busi- 


} 


honest man, and] irst ulation emel! 


place 
, and 

gv, arranged in a 
] rnal. The better 
entative journal, and 


nsationalism 


t of society 
lthat the Ca//, un It lve, is being welcomed and sustained as 
ng that want for the city of San Francisco and the State of California. 
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Built, owned and occupied by 


The Daily and Twice-a-Week 


SPOKESMAN-REVIEW 


The only morning paper in Spokane, Wash. Its field, which is the 
richest in the West, extends 300 miles in every direction from Sp 
kane It includes the gold and silver mines of British Columbia an 
Idaho, and all the farm, fruit and cattle districts of Eastern Wash 
ington, Eastern Oregon and Western Montana. 
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WINDOW CARD WRITERS. guide 
By John Ch his former work. The storekeepers 
One of the newest developments of point out to him what they like best, 
ulvertising business is the profes- and he generally knows how to please 
nal window card writer. I do not them in future. Sometimes they buy 
in simply a man with a lot of black th¢ sole right to use certain sentences, 
it, a brush and some cardboard, for in which cases the cards cost from 
retail houses of any size possess these $2.50 to $5 each, 
pay them a weekly ry. I1 Anyh r-artist-salesman 
in with original ic advertise n o be doing pretty 
1 from his brains to neat cards, and well at t usl considering that 
so mucl | orel i oe urs a day. 


19 


1 by the success and popularity 


sthem at 


wi rks only 

Ne rT ‘ 
THE ‘‘c 1 
1 a : ot, tim blis ad vertis , 
l, and unique ough t —_ : id vertisers often 
: > neous impressions of the com- 
sat sight. f ; ; ; ‘ - 
rative advertisi! valu he 1 ~ 
In talking with one of these 1 { f ilue of the publi 
, atl l. n 

r day I was surpri leari 


’ lists some- 


many cases were 
. , . the nm ment substituted fc 
ough his trade was cor ‘ i. = = nt 4 +. ite - 
, t ised t su 
y to New York and Br a “ = um 1€ results 
gh he 1 ane ED ; , wo 1ave been entirely reversed. It 
i a Cr Prart lis A . . ° 
if without any assi ) ible, therefore, to estimate 
: % wey ' aD I tblish lists of ‘‘answers”’ or 
ri lanaged 1 
bout $300 a month at tl sult 1e comparative value of 
He furnishes ready-n 
cards to dry goods 


worth spe aking of, 


ide Publication ulvertising purposes. 
; 1e um is always 
by ] } 

slative 1e Fe goods adver- 
, hatters, shoe dealers, grocers, © - 
hers, jewelers, milliners, drug 
es, and, in fact, to almost 
ry retail line. 


lis ordinary routine, -| DOLLARS 
me, was to take a note- OR 
k and pencil to bed with 
and, while resting beforé 
iber, jot down a dozen 
twenty brief, pithy, point- 
sentences, such as would 


ct the eye on a window 
In the morning, when 

rets up, he writes these 

tences quickly and boldly 

cards measuring 10x 16 
es. He can write twelve 
n hour, and, after a few 

irs’ work—duplicating 
sentences as he thinks 
best please the store- 
r—he goes out to sell ” Aoonaethevsle, ng Saat 

He has regular cus cd 

ers to whom he supplies M: A Widumomr, vase 
twoor three dozen cards | _SOmeass SUT PHARMACY v 

kly, according to the size ; 

importance of the store 

price is -50 per dozen 

me color work and $4 

wo color cards. Although 

can write good verse, he TT — = et 
mm has any call for it, A BERNARDSVILLE (N. J.) druggist has placed 

ness men generally pre- in his window the home-made poster above 
terse and forcible shown. The original (size 24x19 inches) was 

ences in prose, drawn with a black crayon. 

his productions this dently 


ique advertising man is physic, 





This druggist evi- 
believes in throwing the doctors, not 


to the dogs 
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ADVERTISING SPENCERIAN PENS. 


MR. S. E. SMITH, OF THE SPENCERIAN 
PEN CO., HAS SOMETHING TO SAY 
ABOUT HIS ADVERTISING—HIS EX- 
PERIENCE DIFFERENT FROM SOME 
OTHERS—HOW TO GET PEOPLE TO 
USE SPENCERIAN PENS. 


It is doubtful if any pen now in the 
market is better or more favorably 
known than the ‘‘Spencerian.” This 
pen was first brought out in England 
some forty years ago, and soon gained 
a name and reputation 

The American branch of the Spen- 
cerian Pen Co. was established in New 
York City in the year 1860. The 
company began advertising from the 
start, and there is no doubt that its 
continuous and persistent advertising 
has made the name Spencerian almost 
a ‘‘ household word” in the land. 

When I called at the office of the 
company on Broome street, I saw Mr. 
S. E. Smith, who is at the head of the 
concern, and, as I soon learned, super- 
intends the advertising. I found that 
he was uncommonly well posted on 
advertising matters, but perhaps this 
comes from having beena close reader 
of PRINTERS’ INK, a fact which was 
revealed when the name of the Little 
Schoolmaster was mentioned. In reply 
to my question: ‘* Would you mind 
telling me what the Spencerian Pen 
Co. had done and was doing in th 
way of advertising?’’ Mr. Smith re- 
plied : 

‘““Yesand no. Yes, I would mind 
telling you about the modus operandi 
of our advertising, because that is a 
part of our private business. No, I 
would not mind telling you in a gen- 
eral way about it.’’ 

‘*That’s all I wish—a general ac 
count of the Spencerian Pen advertis- 
ing.” 

Then I led up to the subject by 
saying: ‘‘I suppose you have tried 
pretty much all kinds of advertising ?” 

‘*Yes, we have tried different kinds 
of advertising, and like all advertisers 
we have had to pay for our experience. 
One great point is, not how to spend 
money, but how to save money in ad 
vertising. Another point is to find 
out the right methods and mediums. 
When we strike a paying medium we 
stick to itas long as we see that it pays 
us. When we do not see returns, we 
drop it as soon as possible. 

‘*The fact is,” continued Mr. Smith, 


‘our advertising has changed « 

erably within the past five years 
is Only necessary to compare Our 
ent advertising with our efforts 
seventies and eighties to see tl 
ference. The kindof advertisin 
used to pay then would not pay 
We must keep our advertising uy 
the times—u] 


The most successful advertisers 


» to date, as they 


those who are always presenting s 
thing novel and til I 
tract the interes 
public.’ 
* What 
use r 4 
so beena great 
advertising m¢ 
s that used t 
ivertising al 


1 so 


vertising 


trad 


to make an effort 
[he best way is to 
le to ask for Spencerian p« 
id then the dealer is ob 1 to | 
hem in response to the demand. 
‘*And so with scl 


rer 
ig 


1001 journals. 7 


are taken and read by the prin 
and teachers, who, as a rule, d 


buy school supplies. In most 


towns and cities this power is | 
in a school board. Of course, the 
portant thing then is to reach the 
ous members of the | 

every one who 

plies know 


schoo 
noamou 
the result.’ 
"" Gr CO 
** Only 
have tried - l 
such as /flarfer’s, Century and 5S 
ners; also the low-priced ones, 
McClure’s and Cosmopolitan. I «¢ 
not say that we have traced any 
factory returns from these sources 
** What about the daily papers ? 
‘** I do not think they are paying n 
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“MARCHING THROUGH GEORGIA” 
To the tune of 6,184,650 actual copies of 


The Atlanta Journal! 


In the year of 1896. 


“LARGEST CIRCULATION OF ‘ANY DAILY. IN ELEVEN SOUTHERN STATES 


CIRCULATION ATLANTA JOURNAL FOR YEAR 1896. 


u 


18,4 
18, 


' 
18 
1 
r 


z 496,650 | 463,540 | $41,990 | 610,990 | 572,500 | 519,090 | 624,100 | 495,220 487,910 | 506,400 | 475,090 | 449,9 


Total number printed 6,184,650 DAILY AVERAGE, 19,822° 


SHOWING YEARLY CROWTH: 
1894 Daily, 16,470 
1895 Daily, 17,009 
1896 : Daily, 19,822 


Personally appeared bef s Manager of t 


deposes and says, that foreg 


tion of said ** Atlanta Journa c year 1896. THE ATLANTA JOUR 
Ss 


Sworn to and subscribed before me, phe uN S PARKER 
f 


rg day of January, 1897 
THE WEEKLY JOURNAL, 


Average October, November and December, 1896, 16,120. 
THE S. C.. BECKWITH SPECIAL AGENCY, 


The Tribune Building, New York. The Rookery, Chicago 
Ft DtOLOLO*O* OAS EO FOP Ott Ot Ot OeOtor+e+? 


‘*Mr. S. C. Beckwith, the most successful of all the N 
York Special Agents.”’ — Printers’ In 
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erwsParey e 
“THEPLAIN TRUTH 


The Straight Story of the Year 1896. » an 


New Orleans States 


y@ Daliy and Sunday Circulation of the New Orleans States from Jan. Ist, 1896, to Deo. 31, 1896, inclusive 


d 
a 
3 
4 
4 


‘ 33 409,06 429,018 430,023 “HT1.956 406,88 853,940 400,157 


ulation from January ist, 1896, to December 31st, 1896, inctusive, 13,667. 


7.978 to bot 68,117 4511 Ot 366 2.7 2 408 > + 4.740 45.655 


Average Cireuiation New Orieans Sem!-Weekly States from Jen. ist, | 806, te Dee. Bist. 1806, inciusive, 5,914, 


be above is the record of the circulation of the Semi-Weekly States of New rieane. fr 
cane, January Ist, 1806 
THE Ss. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FUREION ADT ERTINING 
Tribune Building, New York The Rookery, Chicago. 
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‘Mr. S. C. Beckwith, the most successful of all the 
w York Special Agents.” — Printers’ Ink. 
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THE COMPLETE STORY OF THE YEAR. 


Ace, Prestice, INFLUENCE, AND FoLLOWwINa. 


Kansas City Times 


Statement of Circulation of the KANSAS CITY TIMES for the Year 1896 


Gye 


fi 





Ces 


489,349 521,625 510,580 573,242 570,494 | 612,065 | 640,426 
Total Number of Copies Printed and Circulated during 1896, 7,260 953 
AVERACE ISSUE FOR EACH DAY FOR 366 DAYS OF 1896, 19,838 Copies 
Average lesue for each Day during the months of October, November and December of '896, has been 23,709 c 
TOTAL NUMBER OF COPIES CIRCULATED IN OCTOBER, NOVEMBER AND DECEMBER, 2 181,310. 
For the ts rt 


M 


Statement of Circulation of the TWICE-A-WEEK TIMES for 1896 


814,600 29.000 271,600 295,400 292,100 


TOTAL. 3,741,500 


Total Number issues during 1896, 104 
Average Number Copies Circulated each issue of 1896, 35,975 
THE S. C. BECKWITH SPECIAL AGENCY, 


Tribune Building, New York. The Rookery, Chicago 


‘““Mr. S. C. Beckwith, the most successful of all the N 
York Special Agents.” — Printers’ Ink 
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THE ONE GREAT AND UNDISPUTED LEADER IN THAT VA 
REGION BETWCEN DENVER AND THE PACIFIC 


“One Paper in a State—The Salt Lake pane for Utah 
P 


STORY OF THE YEAR 1896. 


SALT LAKE TRIBUNE 


STATEMENT OF CIRCULATION, JANUARY Ist to DECEMBER t, 1896 


[ols 


3) 


ja SVHVE 


S252 


lealsjejalsy 


SUSE 


Wc 


15 5 


Sase 


IIHIHS 


SOGSeIGClGiokt 


49,200 251.850 41,900 | 251,900 2 m 2454 


Total, 2,002,850, Dally Average, 366 Days, 8,177 Copies 


SUNDAY SALT LAKE TRIBUNE 
~ 


5s.900 100 5,700 nee 16 800 
Total, Sunday Only, 613,400. Sunday Average, 62 Sundays 


SEMI-WEEKLY SALT LAKE TRIBUNE 


THE S. C. BECKWITH SPECIAL AGENCY, 


Tribune Building, New York 


‘¢Mr. S. C. Beckwith, the most successful of all 


ork Special Agents.’ Printers’ Ink. 
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“PRINCESS OF THE PLAINS.” 





% ang LS 


Ta TT ————— 
The Plain Story of the Year, 1896. 
THE 


Wichita Daily Eagle 


Statement of the Circulation of THE WICHITA DAILY EAGLE, 


made January 21, 1897 





Jonny | Pasmvsny Mecca | Aron 
10,560 11,200 

11,100 ° 

10,900 | 
11,100 
} 11,300 





10.825 0, 906 
274.250, 270,950 285,600 286,470 


| 10.65 : 25 
276,880 (271,206) 284,000) 278,635 285,285 274,851 201,640 
; 3,368,317 


Yotal Daily Cirouiation, 1606 
Sunday Average 435 





Dally Avorage, 10,764. 


THE WICHITA WEEKLY EAGLE 





Janvany. | Pasmwany 


7 000 


28,100 | 28,100 ’ 28,110 35,125 28,200 28,250 
Weekly Average, 7,018 


Votar weary Lulz 27) ation ist Ves ss _ 
Total Dally and Sunday Circulation 3,358,317 
s c ion 604,640 
Average Sunday - - 11.436 
Total Week-cay “ ° ° 2,763,607 
Average wook-day circulation (no Monday issue “10,629 
ot The Eagle, Daily, Sunday and Weekly, adcording t 
R P. MURDOCK 


Sigued 
Businewe Manager 


CIAL AGENCY, 


I hereby certify the shove ty be & correct report of the statement of the clroulati 
records 08 file in this office for the year 1806. 
a 


THE §. C. BECKWITH SPE 





SOLE AG BPTS FORKIGN 4D ERTISING, 


Tribune Building, New York. The Rookery, Chicago, 


Fasasacas 


‘*Mr. S. C. Beckwith, the most successful of all the Ne\ 
— Printers’ Ink. 


York Special Agents.” 





PRINTERS’ INK, 


SISASPSLSIS Se FSHIHAIA! [aisjo! oistaxsalcaisaigalcals 219} 152.510" 
PHE COMPLETE STORY >YEAR 
te 

mann eee Pasir iite + <a IEE Pane RUTH 

% yout - Circulation for the 12 Months Ending December 31, 1896. . PY 


THE SEATTLE TIMES 


POPULATION, 1881-4,000 SEATTLE, WASH. POPULATION, 1897-65,000 


QUEEN CITY” OF THE NORTH PACIFIC 





Commercial Metropolis of Washington, controlling the Trade of Puget Sound and Alaska 


Circulation Statement of The Seattle Daily Times, from January Ist to December 3ist, 1896, inclusive 
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134,450 «129,08 


ISUSASASwSASase: 


(ACTA) 


Jing at Seatthe 


S505 


Total number of Copies for the year, 1,880,742 
Dail; Average for the year, - 5,989 
Average Last 6 Months, | 896, 6.841 


Average Last 3 Months, 1896, ° 7,794 


AGeIG PGA ei 
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THE WEEKLY TIMES, Average Circulation about 3,500. 


THE S. C. BECKWITH SPECIAL AGENCY, 


eet as 


Tribune Building, New York The Rookery, Chicago 


‘“*Mr. S. C. Beckwith, the most successful of all the New 
York Special Agents.” —Printers’ Ink. 
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NO GOING IT BLIND! 


An Actual and Honest Count— both Daily and Weekly. 


THE 


BINGHAMTON LEADER 
BINGHASITON, NEW YORK. 


The Following Table gives a Correct Report of the Circulation of the Daily Leader for the Year 1896 


Mane 


DEMOCRATIC WEEKLY LEADER 


27,1466 | 27,618 85,13 


TOTAL NUMBER. 368,067 


THE S. C. BECKWITH SPECIAL AGENCY, 


SOLE AGENTS FOREIGN rer . 


Tribune Building, New York. 0 Chicago 


‘‘Mr. S. C. Beckwith, the most successful of all the Ne 


York Special Agents.” — Printers’ Ink. 
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A Money Winner in the “Lone Star”’ State. 


Leads the Afternoon Procession in Texas. 


The Galveston Tribune 


OAILY ISSUE OF THE GALVESTON TRIBUNE FOR 1696 


A 


AGIOS AG 


Daily Average, 3,004. 
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THE S.C. BECKWITH SPECIAL AGENCY, 


The Tribune Building, New York The Rookery, Chicago. 


aga 
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‘Mr. S. C. Beckwith, the most successful of all the 
New York Special Agents.” Printers’ Ink. 
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AIWIAIVCERO CH 
HIS LIFE STUDY. 


Probably no man in the 
United States is better in- 
formed about newspapers 


than Mr. Rowell. News- 


paper work has been his 
life study. 


—Brooklyn Eagle, March 24, 1897. 


a 


With its surpassing excellence thus 
admitted on all sides, 


THE EVENING POST 


goes further, telling exactly how many 
copies are printed. In consequence 
of its character and known great issue, 
as shown, the advertising public cheer- 
fully pay THE EVENING POST 
the price it asks for advertising. 


Mr. Rowell, in “ Printers’ Ink,” 
April 7, 1897. 
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To Appear 
Quarterly 
Henceforth. 


The American NewsparerR Directory for 1897 





will appear June 1. The Directory will be revised 
and reissued September 1 and December 1, 1897, and 
regularly thereafter once in three months—March 1, 


june 1, September 1 and December 1, 1898. Forms 


vill close August 1, November gy, February 1 and 


\ 


lay 1, and always one month in advance of the 
ate of issue. Corrections will be made daily as 
uthenticated information is received or obtained. 

The price of the AMerIcAN NeEwspaPER DrREct- 
ry will be $5, as heretofore. For $25, if paid in 
dvance, subscribers may receive all the four issues 
f the Directory of a year and Przxters’ /nk (issued 
eekly) for one year, thus having always the latest 
formation, and in consideration of the payment 
$25), strictly in advance, the subscriber may have 
the privilege of applying to the office for special 
confidential reports whenever wanted. Address 
orders to 


GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York 





PRINTERS’ INK. 


Every advertiser knows of “Gillam,” the famous “twenty-thousand 
advertising writer of Wanamaker's, Phila. | asked him what he thought al 
the little magazine for advertisers called Printers’ Ink. Here's what he say 


Mr. Woletan Dixey, Yew York, December 6, 1898. 
86 World Building, City. 


Dear Sir:- 
I like Printers Ink because no one need wear 6 mental muzzle 
to write for it. 

I like it because bright men, thinking men, successful men meet 
in ite pages. Half an hour a week in the company of such people 
would help to put a Keener edge on the sharpest business wit. 

I like Printers Ink because it is so far out of the made to order 
rut. Each issue comes to me like the bursting of s friendly bomb— 
I've no idea which way the piecee will fly but I know the air will be 
full of them and with a businese thought or theory tied to every 

mt. 

Such a publication well circuleted must make a wide and deep 
mark. It has certainly had a great influence in shaping (and I 
believe in improving) the advertising of thie country. 

I have always found it an inspiration. 

Very truly yours, 


AAA. Wn Lt cw: _ 


All the advertisements of Marshall Field & C 
Mr. Chas. F. Jones } yearly sales of the fir 
hundred million dollars, and more m is 
those of any other writer in Americé 


ta ti ti tit tt te et te 


DUVVVVVVVSV8800F 


he 


“If my work is as good as some kind critics would lead the public to be 
lieve, it is largely due to Pristers’ INK, as I have learned the greater portion of 
what I know about advertising from reading its pages lave I not, there fore, 
sufficient reason to believe that the careful study of Printers’ Ink Is a good 
thing?” Cuas. F. JONES 

The wealthy Maine publisher tf 
by advertising, said : 


it 


“T would pay one thousand dollars a year for Printers’ Ink if it could me 
be secured for less, simply because I believe it to be worth more thar _that sum 
to me in my business.” E. C. ALLEN 


The man who made “* H-O”’ famous 
the ‘* Scott’s Emulsion ”’ advertising, almost 
money talk as follows: 
° 
SCOTT & BOWNE, MANUFACTURING CHEMISTS 


New York, U. S. A.; Belleville, Can.; Scott & Bowne, Ltd., London, England; 
Paris, France; Barcelona, Spain; Milan, Italy; Oporto, Portugal 


Publisher “ Printers’ Ink,” 10 Spruce St., N. Y. City: 
New York, Oct. 15, 1895 

Drar Str—Inclosed please find cheque for ten dollars for which have Print 
Eks’ INK sent to the writer, care of Scott & Bowne, marked personal, for the next 
five years. Yours very truly, 


¢ 
¢ 
€ 
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‘ 
¢ 
¢ 
€ 
¢ 
€ 
€ 
« 
¢ 
¢ 
¢ 
¢ 
€ 
€ 
€ 
¢ 
¢ 
‘ 
¢ 
€ 
€ 
€ 
€ 
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Successful advertising simply means skil 
to learn it is to study it, as others have. Y 
year if you send in your subscription to 
get a receipt up to January rst, 
vertising whatever can get along 
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The Copy Printed Below is Easier to Read. 


Office of Cuaries F. Jones, 
Advertisement Writer. 
Suite 217, Times-Herald Building. 
Cuicaco, Ill., October 25, 1895. J 
George P. Rowell & Co., Publishers Prixters’ Ink, 10 Spruce street, New York City: 

GENTLEMEN—The very best advertisement that I can write for your publication is to 
give a little of my own experience. 

If my work is as good as some kind critics would lead the public to believe, it is largely 
due to Printers’ Ink, as I have learned the greater portion of what I know about adver- 
tising from reading its pages. 

You will readily acknowledge that the information which I have gained must have been 
considerable when I state that in addition to promoting the publicity of a hundred or more 
firms located in various parts of this country, | also write all the advertisements for Mar- 
shall Field & Co., Chas. A. Stevens & Bros., Rennaker & Co., Florsheim Bros., George E. 
Marshall and C, F, Orr & Co., the six leading houses of Chicago in their respective lines. 
I estimate that the yearly sales of the various firms whom I represent amount to more than 
a hundred million dollars, and that the amount of money which they spend in placing the 
advertisements I write is a larger sum than is expended on the advertisements of any other 
one writer in America. 

Have I not, therefore, sufficient reason to believe that the careful study of Printers’ 
Inx is a good thing? A 

I am glad that you are going to raise the price to $5, after the first of January, as I 
have always felt that I was giving you less than your due every time I have sent $2 ta 
renew my subscription for another year. Long may Printers’ INnx flourish. 

Vours for more business and better business through better advertising. 
Respectfully, Cuas. F. Jones. 





Mr. Charles F. Jones is now the advertising manager for the New York Department Store of 
Siegel, Cooper Co., the largest enterprise of the sort in all this world. 
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THREE FOR THE PRICE Of 
ONE AND THAT ONE THE 
CHEAPEST OF THE THREE 


ALBANY, March 
GEO. P. ROWELL CO., New York: 

GENTLEMEN—lDo0 we _ understand that advertiser 
ordered for 1897 Directory will appear in each editior 
you say you intend issuing every three months? An 
reply will oblige, 

Very truly yours, 
THE ARGUS CO., 
~JAMES C. FARRELI 


New York, March 9, 1897 
Publishers of ARGUS, Albany, N. Y. 

GENTLEMEN—Your letter of March 8th is at hand. 

Such advertisements as have been ordered in the America 
Newspaper Directory for 1897 were given by the advertiser 
with the expectation that the June issue would be the only iss 
for the year. It has been decided that such advertisers w 
have some reason to think themselves wronged if they a1 
omitted from the September and December issues, therefore 
advertisements ordered in the June issue will appear in tl 
September and December issues without additional charge, a1 
this will be done notwithstanding the fact that the price of 
advertising in the September issue, and again in the December! 


issue, will each be higher than for the June issue. This i 


equivalent to saying to you that an advertisement may appear 


in the June, September and December issues for about half th 
sum that will be charged for the September issue alone, and 
that the charge for the December issue will be the same as fot 
the September issue. We are, 


Your obedient servants, 


owt Pati. ltr ye 


x 


Publishers of ‘—ITHE AMERICAN NFWSPAPER DIRECTORY. 
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The Opportunity Offered by an Advertisement in 
the American Newspaper Directory for June, (897 


FOR £10.00, 
A publisher wishing 
t of ten 


47D), n” il/ 


lines (60 words) or 
nm of 

price 
will include 


nominal 
h pri € 
torv, to be delivered 

all riage xpen prepaid 
rted at 


may be insert 
is here 


An example 


ynal matter 


per line. 
vn 

NEWS; every evening.except Sunday ; 

veratic ; eight pages 18x24; subscription 

established 1887; Daily News Co., editors 

publishers. Circulation has varied from 

891 to H in 189%. Advertisement.—The 

._MINGHAM News Offers to advertisers the 

est and best circulation of any daily in 

ama. Local advertisers who best know its 

e use it to a far greater extent than any 

r Alabama paper—the best possible proof 

it pays the advertiser. Its actual average 

y circulation during March, 1896, was 7,097. 

or pictures of newspaper 

ve inserted as heretofore for 

price including copy of book 

red free. The necessary drawing or re 

ion can be made froma phot graph r 

ire, and for this work there will be 


all portraits 
ngs will be 


ach, the 


It would appear that a pub- | 


an office building worthy of 
ation, ho desires that his face shall 
e known to advertisers and others, m 
avail himself of the privileg 
The cut must not exceed one i 
gth or width, and is subject t 
val of the Editor of the Directory 
ple is here shown: 
EVENING WISCONSIN; every 
evening except Sun 
we day,and WISCON- 
SIN, Saturdays; re 
publican; eight pages 
8x24; subscription 
dally $6, oie $i: 
established 1847; The 
Evening Wisconsin 
Co., editors and pub 
lishers; circulation — 
daily E, weekly E. 
Has varied from daily 
D, weekly C, in 1892, 
to daily E, weekly E, 
in 1895. 
FOR 815.00, 
small portrait or picture referred t 
and a ten-line announcement, including 
py of the book delivered free, may all 
i for $15.00, i matter at 
a line 


with additional 


DISPLAY ADS. 
play advertisements may also be in 
n the letterpress portion, on the same 
vith or opposite the description of the 
One page, $50; half-page, $30; 
r-page, $20. Display advertisements 
rded the best position remaining un- 
€ 


t the moment the order is book 


rders are payable in cash when the 
s delivered, but tem per cent may be 
1 for cash 2 j 
py of the Directory will be sent free, 
riage paid, to every advertiser in the book. 


»Inserta state- 


Circulation ratings are 
of necessity based upon 
issues for a year that is 





passed. 


This is known and can 
be stated 
certainty. 


with absolute 


The interest of the ad- 
vertiser is centered, how- 
ever, upon the issues that 
will be put forth for a 


year to come. 





This information, stated 
upon the authority of a 
publisher, to follow im- 
mediately the description 
and rating of the paper, 
may be had as shown in 


opposite column. 


Such 
in the American Newspa- 


announcements 


per Directory make the 
book more interesting and 
instructive, and the privi- 
lege of inserting them is 
to 
that possesses any particu- 


valuable every paper 
lar merit that would thus 


attract the attention or 


interest of an advertiser. 





PRINTEKS INK. 


WENTY years ago, the prof- 
its of business were in the 
goods. 

To-day they are in the 
methods. 

Twenty years ago, on the 
ny that a merchant saw on 


yp jj shelves | could. safely 
te a ‘re ao f° 


a) FD | a nt pi by the tie, but for the thought I put 


A manufacturer could do the Same. 

The profits were larger. - 

They allowed a margin for “roftale methods. 

To-day they don't. a oe) 

Unprofitable advertising is one of the many methods 
by which a business man can to-day lose money. 

My business to save it for him, if he'll Rt me. 

Call me what you will: advertising methoditer, 
specialist, writer, planner; I am a money-maker. 

I plan for you that your advertising shall be profit. 
able. 
matter, profitably utilize thought. 

I take my time, and try to do thoroughly what I do 
at all. People have said: “If you want it done right, 
see Wheatley.” They were right. 

The best work requires thought and time. Method- 
lzing advertising requires the most arduous consideration. 

The best work cannot be done for too many people, 
or too quickly. 

People often lay great stress on the wa 
of advertising. Newspaper or “A 
considered first, business furegh,. 


I originate methods, organize details, prepare 


— “= 





The Trow-Wheatley Combination, Designers, Engravers, Printers, Hose Lire Sunn, NEW YORK 


oS into your advertising. 


But business is based on profit--finance if you 
please—newspaper writing is literature. 

I am an ideaist, not a stylist. A business man, 
not an author. The long-winded I cannot abide. I 
am an originator of anti-swaste ideas and methods, to 
make your business pay you. 

The style of what I say is less considered than the 
truth, and the best method of comvincing others of 
the truth. 


Business is not novelistic, but commonsensical. 


The froth of newspaperdor 
“ue place in plain business. 
_Frering es: Dg pou ~~ a point and an 
The 5 — Comuince ewe the Fed to make 


bs — ~ <= 
ieee 
— 


—, nN 

money for you, — Ae. 
Se ae we 

When a complete plan. is not regu id, i prepare 


business-bringing matter for advertisements, circulars, 


er 
booklets, catalogues. ~~ 
Te. wy technical and business training enables 
to ay loy illustrators, engravers, ad printers, to 


we ad dees, in your interests. 


> Send samp for “B” Booklet 








The Star Ad of the Month. 


(Reproduced from Scripner’s MAGAZINE.) 
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IN PHILADELPHIA, 
PHILADELPHIA, April 2, 1897 
itor of Printers’ Ink: 
Strawbridge & Clothier have had a special 
pe face designed for their exclusive use. 
recent destruction of a block of business 
ises in the vicinty of the City Hall was the 
tus fora surprisingly large number of 
many of them advertised at a 
over a mile from the scene of 
Onlookers were taralabed 
amusement than were the fake ad- 
The Chicago Merchan- 
Company recently advertised a double 
f stand at 14c. which actually cost 26c. 
ar load. The rushof purchasers was 
great that checks had to be issued for the 
as each car load arrived, the doors 
and police called to keep the crowd in 
John Wanamaker had a bicycle rid- 
g academy fitted up on the third floor of 
s immense store during the recent cycle 
w held under the auspices of the Philadel- 
ia Cycle Board of Trade, where exhibitions 
f fancy and trick riding were given hourly 
ind lessons given without cost to those who 
shed. A grand-stand arrangement of seats 
ere constantly filled, and the music of a 
orchestrion gladdened the ears of 
pusands. F PARTENHEIMER. 


th more 


ers with dollars. 


ands 


$10,000 
t 


Se a = 
IN CHICAGO. 
Cuicaco, March 31, 1897. 
ditor of Printers’ Ink: 
4 woman, writing to the News, says that 
is the “credit’’ system, not the depart- 
ent store, that is injuring the smal] dealer. 
avers that the retailer < to make up 
r losses sustained through ‘dead beats’ 
expense of his poe y cn rs. It is 
eported that the House is playing “ horse’ 
th the anti-department store bill, which 
assed the State Senate. The Chicago lobby 
pporting the bill has returned from Spring- 
“ld “Our prices make you look twice, 
ays an advertiser. Moody's meetings are 
eing extensively advertised on the bill- 
ards. ‘“*Our prices on flannel have 
hrunk,”’ is a window sign. **Good beer 
und good cheer,”’ is used by a saloon. 
C. E, Severn. 


+e 
CIRCULATIONS IN HOUSTON. 
Office of 


t the 


Houston * Daity HERALD.”’ 
W. H. Barvey, Proprietor. 

Houston, Tex., March 20, 1897. J 
American Newspaper Directory: 
You have the only other afternoon paper 
blished here rated at 6,486 mean the 
ess. If the Press can ne-tenth of 
at number we will give you in cash one 
ndred dollars and one dollar for 

-r over four hundred. There 
presentative business man in ° 

say that circulation of the / ress is to be 

ipared to that of the Hera/d, either 

or general, Our circulation 
than a year past exceeded 2,25 
V. H. Baiwey. 


A FEATURE. 

and written ainst the 
but in spite 1 opposi- 
and here to stay Attem] 

ik it up by legislation have been : 
and have proved futile. Iti is be 

g more and more a feature of larg i 
has this in its favor, it has reduc “| oul es, 
1 it is a public good. That it has 
sastrous to smaller merchantscan 
Anaconiia (Mont.) Standard, 


Editor 


—we 


show 


lo- 


for 


} 
las 


—— 
MORE AND MORE 
Much has been 
partment store, 
it is here 


said 


ma 


inols 


said, 


IN FRANKLIN FALLS, N. H. 
FRANKI Fauys, N. H., April 2, 1 
of Printers’ Ink: 

George R. Kempl & € 
striking window display on 
fight at Carson City. They arrang 
their windows with two of the 
* Frogs in Your Throat,’’ and 
ypled with big frogs 
the scene. A displ 
* Fitz and (¢ 
as the returns 
and the announ 


Laitor 
, druggists, 
the day of 
great 
a ring in 
any sizes of 
an amp! hitheater, pe« 
little frogs, watchec 
card bore the question, 
which wins ?”’ As soon 
rived one of the frogs fell, 


orbett— 


ar- 


ments were changed to‘ Fitz wins,14r 
N.B 


eae SAREE 
ITS ADVERTISING HISTORY. 
Much of the history of the proclamation 
of emancipation is unwritten and forgotten. 
Few who were thrilled by its matchless fear- 
lessness are aware that it was destroyed inthe 
great Chicago fire. At theclose of the warit 
was sent to the sanitary fair to be sold for 
the benefit of the soldiers. Judge Bradwell 
was so solicitous over its safety that at night 
he kept it under his pillow until it was sol 
to a physician. Later the manager of the 
fair learned that the doctor was having lit 
graphed copies placed on all his patent medi 
cine bottles, f the further advertisement 
that he owned the original. It created a tre 
mendous sensation and aroused the keenest 
indignation. But the managers were power- 
less to prevent the desecration as | ng as it 
was in his possession. So they bestirred 
themselves to buy it back again, cat the 
tor absolutely rejected their liberal prop 
tion, until becoming convinced that his 
would militate against himself he reluctantly 
parted with his precious document and de- 
stroyed his plates. It was then donated to 
the Chicago Historical Society, where it re- 
mained until burned in the fire of 1871.— 
Sacred Heart Review. 


with 


“PACHYDERKMATOUS, 


ae 
First Loafer—’Ullo, Bill, bin fightin’ ? 

_ Second Ditto—D’ I'm a hadver- 
tisin’ stickin’ plaster ?—Pick-M]e-Up 


yer spose 
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Classified Advertisements. 
ider this head twolivesor 


25 cents a live Vust be 
i. advance 


Advertisements u wore 
without ri gms 
handed in one week i 


WANTS, 


printing from ee class of 
VM. 


\ ’ ANTED—A : - st references 
A. 
& Co., from editors, NEWS, Gaylesville, Ala. 
want in eighteen cities 
ING CO., ¢ tolumbus, ‘Ohi 
best. 
JOHNSTON, 10 Spruce S8t., 


ood age 
KE. JUBIEN, Halifax . 
\W ANTED -To buy, not n John Wedderburn 
ba OU want type and printing machinery. See 
ad No. | under“ For Sale.” Just what you 
\W ANTED “eh grea to try our half-tones. 1 
col., $1; 2 x $2. BUCHER ENGRAV- 
’ ANTED— More 
people willing to pay for the 
° Be 
\ TANTED—To buy, a country job or newspa- 
er Office in locality that has high and dry 
atmosphere, E.G. ALLIS, New Haven, Conn 


\ AIL order business, No interference with 
4 other work. Wetell pow: and furnish every- 
thing. Part’rs free. NAT’L , P.1.47, Chicago. 


W ANTED—A live, e — ae advertising can- 
vasser for a leading New York daily, Ad- 
dress, with references, . E. S.,” Printers’ Ink. 


USINESS chance. A good opportunity is of- 
> fered for a first-class job printer ina city of 
17.000, where there is only one first-class estab- 
lishment. Address “ N. P. CO.,” Printers’ Ink. 
\ ’ ANTED—Byan expe rienced advertising m: 
position with large dry goods or dep 
Am also a first-class catalogue and mail 


store. 
Address “ D. E P.,” Printers’ Ink 


order man, 


W 
kind. 
trade. 


E buy books, pictures, patented novelties, 
etc., in job lots for cash. Send sample, any 
You can have the ne bas k if we do not 

DIXIANA MEDICINE )., Sheffield, Ala. 


M MY D DESIG 

4 for booklet and catalogue coversare strange 

and —" aa artistic. The public look at 

them with rest. Sketch submitted. W. 

MOSELEY, 65 Hill st., Elgin, Ul 

ADVERTISING AGENCIES. 

F you wish to advertise anything any whe re 

m any time, write to the GEO. P. ROWEKLI 
VERTISING CO., — St., New ork 


PRE MIT MS. 
UPERB premiums Subscription winners 
. Send for dis yey electros and premium cata 
logue, free. THE WERNER © OM ANY, Akron, 
Ohio, or 7 East eth St., New Yor 


> Ee 
STERE OTYPING MACHINERY. 
Potter job stereo 


QTE REOTYPE machinery 
‘ typing outfit is practical ; type always cold, 
F. 


no beating witha brush. Se nd for book. B. 
CURTIS, 1% Leonard St., a ae York. 


SPECI iL A AGENTS. 


be equipment of H. D. LA COSTE, Special 

Newspaper Kepresentative, 38 Park Row, 

New York, is especially adapted for handling the 

foreign advertising of leading daily newspapers. 
Ss 


MAILING MACHINES 


ee Matchless Mailer ; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. Y. 


| he mailer, ot quickest, slickest; makes 

mailing a pleasure. Economy Wrapper 

Paster makes — a easy: saves half the 

Sims; sad Up. ERICAN TYPE Fou NDERS 

CO. See mk. My in ad No, 1 under “ For Sale.” 
— ee a 


POSTERS. 
BE: ES MAITRES DE L’AFFICHE, published in 


Paris, issued monthly, each number con- 
taining superb reproductions of famous posters 
in colors. Subscription $6 a year Sample opies 
25 cents. Publishers of posters are invite < 
send copies for reproduction if found praliahte. 
Address TROW -WHEATL Cco., as rican 
Agents, Poster Dept., Home Life B ldg., A 


PRINTE: 


aS’ INK. 


BIBBER’S 

Kollers, 
retching RRUCE 
New York 


V AN 
Printers’ 
INC f 

4 Street 


- tY THING for the printer best and ch 
4 est. See ad No. 1 under “ For Sale.’ 


& COOK, 19 


printed with ink manuf 
WILSON PRINTING 
, New York. Special price 


‘es PAPER is 
ared by the W. D. 
CO,, L't’d, 10 Spruce St. 
to cash buyers. 
NOVELTIES. 
chea 
heac 
Chic 


— ae 
ADVERTISING 
MPROVED, condensed calendars ; 


tractive advertisement. 10,000 note 
V. 1. AARON PTG. CO., 359 Dearborn 8t., 


os the purpose of 
of Advertising Novelties, 
reader as well as advertiser, 
serted under this head once for one de 


7 OVELTIES 
4 all year round, 


Inviting announce 
likely to ben 

4 lines will be 
Nar 

in advertising calendars ; go 
Also envelope clasps (user 
Write direct t 
Suchanan, Mich. 


on pee them on any € peels ) 
actory, to CLASP COo., 


the 
TERS, 


artistic printers, 140 W 
Send for our booklet 


PRI 
be ray S PRESS, 
, N. ¥. City. 


CINE catalogues and other printing. NF EL) 
PTG. CO., Muncie, Ind. Estimates furnished 


T'S WHEATLEY ( ATALOGUI COMBINA 
N. Home Life Building, New York. (f 
201-213 East 12th st.) 


tory, 
Ww E do neat, 

logues, 
cards, etc., executed 
you want a good job 
to look at and read 
INK PRESS, 10 Spruce St., 


Jain, attractive printing. Cata 
ooklets, pamphlets, circular 
in the finest style 
one that you want people 
come to us. PRINTE Rs 
New York 
—— 
{DDRESSES AND ADDRESSING 


1 O00 NAMES and addresses of active 
, eral advertisers, advertising 
and advertising solicitors in mail list form ready 
to cut into strips for use 0» mailing mac - n 
This is the selected list of a special agent of long 
experience. Will carry your sample copies ar 
advertising matter to the people who are real 
active general advertisers, and the agents 
solicitors who arrange and place their busin 
This list will be issued regularly and kept u» t 
date ts use will save many times its co» 
rae of oe matter necessary to cove 
» field, addressing, ete, 
mail on of two 


gen 


cost « 
ones 

> to same 
each SOMERVILLE, 
New York City 


pers 
41 U falion Square 
ADVERTISING MEDIA 
{() WORDS, 5 ENTERPRISE 
Brockton, 7,004 
A COSTE’S List. Good papers in ac 
4 Rates low. 38 Park Row, New Y¥ 
DVERT!SERS’ GUIDE, New Market, N. J 
line. Cire’n 3,0€0. Close 24th. Sample fr 
NY person advertising ir PRINTER 
d to the amount of $10 is entitled @ 
be paper for one year. 
T ARGEST circulati« 
4 in Williamsport, the 
6,000 D., 4,000 ¥ LA COSTE, New York 
I AYTON (Ohio) MoRNING TIMES and EVENIN 
NEWS, 14,000 daily, create a“ want” prop 
advertised goods. LA COSTE, New York 
PIQUA CALL 
want results 
Piqua dailies combined. 


EADING 


cts 
ulation 


times, 25 
Mass. Cire 


tive cities 
as 


nof any daily newspaper 
GAZETTE and BULLETIN 


erly 

YHE “wants” advertisers who 
Larger cire. than all other 
LAC STE, New York. 


newspapers _ in Southwestern Ohio 
4 (outside Cincinnati), Dayton MORNING IMES 
and EVENING NEWS, 14,000 daily. LA COSTE, N.Y 


[RE TIMES-UNION has a paid daily circulation 
wreater than that of all the other Albany 

dailies combined 

inand around Albany 

desirable advertising medium 


RELL, editor and proprietor, Albany 
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M IL ORDERS. 
to make money in the mail order busi 
Address T. J AREY & CoO., Pub 
City Hall Place, New York 
ILLUSTRATIONS. 


}] a eg od Engravers, 10Spruce 
. New York Service g d and prompt, 
proRMct 


+o 
AND 
Ww 


ILLUSTRATORS 


plates, elastic 


All 25 cents 


4 for making chalk 
padding glue and embossing 
SWAKTZ, Goshen, Ind 


AKE your own cuts. Simple 
Satisfaction guaranteed i 
SWARTZ. Goshen, Ind 

TE REOTY PE outfits, paper and simplex meth 
ods, $15. White-on-black and Giranotype en 

graving methods Cireulars for 

stamp. H. KAHRS, , New York. 


TNTIL the 15th of June, to introduce our per 
fect half-tone engravings we will make 
price l0c. per s« pare in., minimum cut $1 
for sample ir. Wentzel, our half-tone 
vorker, has a cabiomad reputation for doing fine 

ork, he having been foreman in two of the 
largest engraving establishments in Chic 
yhoto all that is necessary for copy 
INGRAVING CO., Youngstown, 0. 
~-o 
FOR SALE 


fe See ad No. 1 


bk. W 


\ 


E. W 


sure 
cts 


easy 
rmula, 0 


800k 
‘ St 


240 F 


ago 


A 
ARC 


is 


Send 


Paying news one job office 
Ink, 


“OR SALE 
I “G., Printers’ 


for descriptive circula 
SE + MOUR Pony-Web Perfect 
old at moderate prices on re 
able te rms Jus st ote press for publishers whose 
flat bedsare too slow. AMERICAN TY PE FOUND- 
ERS’ CO. See addresses in ad No. 1 below, 


ng 


( —_ ANDE R 


— SALE—About 5,000 pounds of brevier old 
style (standard eight point) and eight point 
ndensed gothic caps; little used and practically 

18s good as new ; 20 cents per pound, in quantities 
suit, from 200 pounds up. FARM IMPI EMENT 

NEWS CO., 5th floor Madison St., Chicag« 


D NO We sell more type and printers 
chinery and supplies than all other 
, because our large purchases enable us to 

and sell to the advantage of our cus 

Why buy the second best when the bes 

moret Buy outfits complete and 
and sroune MERICAN TY! 

O., Bost ge hy 

Philadelphia } Sansom 


ma 
con 


t 


you no 
money 
ERS’ 


rk, R 
saltimore 


suffalo 
Cleveland 
‘incinnati, 17 Longworth ; ¢ 
Milwaukee, 89 Huron, 
Minneapolis, 24 First ; 
Omaha 118 Ho 
rtland, Second & 
MALSOINE 
oo 
ADVERTISEMENT CONSTRI 
(CLARENCE F QHATFIELD, 21 
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THE hard thing in advertising is to 
make an advertisement that is above 
the average. It doesn’t have to be 
anything very astonishing to make it- 
self prominent. If it sticks up only 
a little bit above the dead line of the 
ordinary, it will stick up far enough to 
be seen. There isn’t much difference 
between an advertisement that reaches 
and an advertisement that does not. 
It's the last little bit of added excel- 
lence that counts. 


AFTER a good deal of investigation 
PRINTERS’ INK is inclined to accord 
the Paterson (N. J.) M an average 
circulation of 6,483 copies during the 
year 1896. This is all that was claimed 
for it by its publisher, Mr. E. B. 
Haines. The investigation unearthed 
a good deal of objection to Mr. Haines’ 
alleged methods of business, but the 
final conclusion arrived at was that the 
most objectionable of Mr. Haines’ 
methods consisted of printing a better 
paper than anybody else offered for the 
price, and in succeeding in selling 
more copies at the price he asks than 
any other paper in Paterson is able to 
sell at its price. 


MEN generally like to read from 
pictures. The eye can quickly and 
easily see the salient points, while the 
mind instantly fills in the details, and 
the observer has the whole story. As 
a valuable aid to the seller, a good 
photograph of the article to be sold is 
unsurpassed. It is a faithful repre- 
sentation of the thing itself, and the 
customer, knowing this, has more con- 
fidence in getting what he bargained 
for.— Shoe and Leather Facts. 


Every daily paper printed in 
English language in Kansas ( 
Mo., has furnished the Ameri 
Newspaper Directory with a report 
actual issues during the year 1896. 
average editions were as follows: 


MITCHELL’s Newspaper Press D 


rectory for 1896 gives to the city 
London 494 publications ; to the | 
inces, 1,377; Wales, 102; Scot 
232; Ireland, 171, and British | 
20. The total is about eleven per 
of the total of American publicat 
that will be catalogued in the fort 
coming American Newspaper Dire 
ory. New York City has more 
twice as many publications as Lon 
THE daily newspapers of Pitts! 
ns.a rule, are not atraid to make 
tailed statement of circulation for | 
lication in the American News 
Directory. In the following cases t 
actual average circulation during 
entire year 1896 was as below: 
Chronic le-Telegray 
Commercial-Gazette 
Dispatch. 


Dispatch (Sundz 


} 


Leader (Su 
News 
Post. 
Only the ?ressand 7ime 
to send in a report. 


MiILTon A. MCRAE, secretary 
general manager of the Scripps-M« 
League, which publishes daily 


with 365,000 issues every even 


says, in speaking of the origin of 
American Newspaper Publishers 


sociation : ‘* Brearley, and not Butler 


was the founder. Little did Br 
ley, Butler and McRae think the A 


} 


P. A. would grow to what it is whe 


we met in the Russell House par 
many years ago for the purpose o 
cussing the subject of considering 
association.”’ It is not probable t 
Mr. J. A. Butler, of the Buffalo 
ever claimed to have been the origi 
tor of the A. N. P. A.; but, as 

of his friends have asserte: for 


\ 


and as Butler (with the characterist 


modesty that leads him to sign his « 
culation statements with a hand-stan 


remains silent, Mr. McRae’s testimor 


becomes of interest. 
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Houston, Texas, Pest had an “negli publication, Aw 
daily circulation in 1896 of hi inaugurated an interesting a¢ 
competition It prints the 


pies. This is, perhaps, twice vertising 


is that of any other daily in catchwords of well-known advertisers, 
The only papers that com- and offers prizes to those who are able 
te with the Post in favor with ad- to connect the phrase and the adver 
sers are the Dallas News and the tiser. The competition will probab] 
veston ews, These papers, in induce a large number of people who 
iy of quality, stand very high, but have never noticed advertisements | 
h 


now, in order t 


get a copy of either the Texan has fore to observe t 


put up $10 in advance for a sub- discover the 


ription ; and for the past few years respective pl 
majority of them have found it 
to subscribe for the Houston THAT Milton A. McRae, of 
eet trusted for Scripps-McRae League, hasa geni 
But, after all, if a paper does not isiness end of Jjourna 
tself circulated it can never make I ng to be perceive 
advertisers wealthy. wspé men of America 


at $5 a year—and 


CHARLESTON, 8S. C., appears to ie t ” quali _ there 
tor of the American Newspa, vord,”’ sai ve recently t 
lirectory to be a hard city from which 1an int > lewspaper n 
gain information about the iss mn ne word that impres 
newsp rs. One out of the tseil =upe \ 1 nnec 
he Own, did venture to tu pay 
but it was ¢ - successes ?”’ 
said the] 
f S100. said Mr 
ups wisely 
informatio 
extent of the 
Reeister, published 
ia, printed in 1896 an aver 
of 2,059 ¢ pies, an 
the Directory says that | 
no evidence at the prese 


any other paper in South ¢ 


a larger daily output. 


THe fe 


same opportunity t 
refrained from d 
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ibt has sometimes been cast upon * uper Directory 
ulation of the /fem, and tl ame eenane 

jlisher of the American Newsp other papers represented by the Be 
has offered more than once ' lal Agency, as fc 

0 to Philadelphia and investigate Portland Oregoni 

circulation of the /tem if he should St. Louis Post Disy 

‘ 1 , Sail Philadelphia Item 

invited to do so and promised that Baltimore Morning Herald 

e facilities for the invest ould Tome Cs ' 

at his disposal. Tl 
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THE population of Greater New 
York is set down at 3,100,000 souls. 
The only States in the American Union 
having a larger population are the fol- 
lowing : 

Pennsylvania 
Illinois 
Ohio 


5,258, wee 
3,826,35 
3,672,316 


THE Ohio Farmer, published at 
Cleveland, has made a gain of over 40 
per cent in its paid-in-advance circu- 
lation for this year. Nobody knows 
how many paid-in-advance subscribers 
the Ohio Farmer had last year, and as 
an unknown quantity is usually repre- 
sented by X, it may be safe to say 
that the paid-in-advance circulation 
of the Ohto Farmer for 1897 is X, 
plus X, multiplied by 4o and divided 
by 100. Of course, it would be very 
much nicer for an advertiser to be told 
in plain figures just how many copies 
the Ohio Farmer prints, but Brother 
Lawrence, who owns the paper, has 
the impression that to give out such 
information would be simply suicidal. 
PRINTERS’ INK has no hesitation in 
saying, however, that it believes that 
the statement that the circulation of 
the Ohio Farmer may be truthfully 
represented by algebraic characters. 
And X, plus X, multiplied by 40 and 
divided by 100, is certainly a very 
handsome circulation, indeed, and one 
of which the Ohio Farmer may well 
be proud. 


Noone questions the right of merchants to 
do business and to sell all the goods they can, 
provided they sell goods in an honorable 


manner, No one questions their right to use 
page after page of the great daily _—_ 
in advertising their goods, provided they 
stick to the truth. But when they use the 
daily and Sunday papers and magazines to 
advertise their goods through lies, when they 
use these papers to impress upon the public 
mind that the one line merchant is little less 
than a robber; that he charges two, three and 
even four hundred per cent more for his 
goods than they do; when they deliberately 
advertise goods at a lower price than their 
cost of manufacture; when they advertise a 
genuine article and sell an imitation ; when 
they advertise one manufacturer's goods and 
sell those of another; when they do these 
things to the great detriment and injury of 
the one line merchant, the 140,000 merchants 
in this State rise as a man and enter their 
earnest protest against such methods of do- 
ing busiress.— Newton Dexter, before N. Y. 
Senate Committee on Judiciary. 

If the department store were really 
guilty of all the frauds and iniquities 
with which its opponents charge it, 
there would be no department store 
problem, for the public would cease 
of itself to patronize establishments 
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that thrive only by cheating it « 
stantly. No institution not foun 
on correct principles can long wi 
stand the searchlight of popular int 
ligence. 


ATTENTION was recently directed 
these columns to the fact that a 1 
line advertisement, set solid, costs $ 
for a week’s insertion in the Phila 
phia Ledger, while the same ad\ 
tisement can appear in the Re 
the /nguirer for $10.50 each, altho 
the circulation of the Record is thi 
times as large as that of the Z¢ 
and the /uguirer at least twice 
large. Commenting upon these fa 
that excellent paper, the Doylestow 
Pa., /telligencer tells an interest 
story about something that happer 
once when the Zedger was head 
shoulders above everything else 
Philadelphia. 

The events occurred some time since 
possibly the conditions are not the same: 


.as they were then, 


adds the Jntelligencer. That is « 
actly the case. The conditions a 
not the same, but the Ledger 
able to obtain old-time prices on 
count of the conditions that ONC 
isted. The Doy! estown /ntelligc 
proceeds to say 

Quality is of more value than quantit; 
the circulation of advertising mediu 
Quantity is an element of extreme valu¢ 
securing publicity, but without or with m¢ 
ocre quality it is a secondary considerat 
to the advertiser. Quality and — 
gether make the ideal medium, but qua 
is of superior value to quantity, when b 
cannot be obtained simultaneously. 

Many persons will be inclined 
agree with the Jntelligencer, and \ 
what it says is nottrue. Quantity: 
circulation without quality may b 
very little account, but QUALITY WIT! 
OUT QUANTITY IS OF NO ACCOUNT 
ALL. 

The Jntelligencer goes on to say 

This quality comprehends many thing 
length of existence, standing in the 
munity, general service, lack of sensati 
ism, avoidance of purc hased support, earn 
ness, appeals to intelligence and integ 
public and private, avoidance of po ht 
entanglements of the machine and time-ser 
ing nature—in a word, a good character 

No one will undertake to deny th 
there is much to be said in favor 
quality, but the publisher who rel 
on the quality of his paper, exhibitir 
that and keeping secret the quantit) 
comes pretty near imitating those pe 
ple of another sort who conduct 
business sometimes described as 
confidence game. 


is st 





PRINTERS’ INK. 


THE Galveston (Tex.) 777 
ued in 1896 a daily average o 
opies, and PRINTERS’ INK will 
in annual subscription (worth $5) t 
iny man who will prove that the an- 
ial output of the Galveston Vz 
vas as large as that of the 77idune. 


He 


3 


is 


f 
il 


SCRANTON, Pa., with a population 
more than ,ooo, has four daily 
ewspapers, but it is exceedingly dif- 
ficult, if not impossible, to find out 
st how many these 
rint. The 7imes, it is known, princed 
average during 1896 of 7,456 
The Ref im, Tribune and 
‘h appear to have no information 
give to the editor of the American 
Newspaper Directory. There is 
Scranton an excellent monthly, 
ted to technical mining, called 
Li Enginee Metal Mi 
average circulation last year was 
817 and a very handsome 
irculation that is. 
> 
EDITIS 
“THe Penn YAN Express 
. Sc p, Editor and Propriet 
Penn YAN, N. Y., April 1, 
American Newspaper 2 
Sir—In 


ilatic 


7 
t 


copies dailies 


pies. ublic 


also 
de- 
the 


? 


r) and é 


c ypies, 


SPECIAI INS COUNT, 


aot 
nt extra editions 
purpe 


instance, 


ermining 
a 


circt weekly newspa 


t 


ps 


some papers in the habit 
uing extra editions of from 5,000 to 10, 
pies two or three times yearly. Suc 
pers, above the regular edition, are marke« 
ple copies, distributed on the 
1 in farmers’ or 


are 


1 
] 


streets, 
thrown 


or 
into 


e wagons, 
tters. 


making the average 


1] 
all 


of circulati 

»w for such extra editions above 
»scriptio 
ave 


} 
a 


su n list of the paper ? 
always understood that 


y 
Yours respectfully, 
k 


ar 
A. & 
the 
Editorial Associa- 
; 1897, Mr. George P. 
\owell, the publisher of the American 
Newspaper Directory, said : 
The circulation of a newspaper, or what is 
nderstood as the circulation, is the edition 
—the number of copies printed—the number 
f complete, perfect copies. 
In accordance with what has been 
ted above, it would appear that 
extra editions are entitled to be counted 
d thereby swell the average edition. 
would appear to be only fair, 
ecause the advertiser got the beneft 
he special edition, and every paper 
liable and even likely to print spe- 
editions in the future to about the 


OFIELD. 
In his address before 
the Ohio State 


n in January, 


members 
ne 
t 


in 

tl 

w 
j 


re 


co 
ne 
un 

rT 


Thi 
i nis 


- THE Memphis 


Comme 


Tcl1al 


694 
give 


The 


4 value 


an 


JOT 


menting with 


Apt 
had an 
1896 of 


average circulation in 
17 This is by far 
» the greatest daily issue in Tennessee. 


of the adwriter who de- 
votes himself to a special trade appears 
to be dawning. Mr. Mann 
ing, of South Bend, Ind., writes med- 
ical and drug advertising exclusively, 
while Mr. Stanton Palmer, 
Col , devotes himself entirely to den- 
tists. The ordinary adwriter, 
reg: rds 


daily 
, 152 copies. 


THE day 


Ulysses G. 


of Denver, 


however, 
as fish everything that comes 
into the net. 


ADVE RTIS! Dp Rt MEDIES. 

The following is one of a series of 
articles which the Northfield (Vt ) 
A is running in its columns, with 
a view to helping 
It en 


P t 


its 


itled 


medicine 
About 


adver- 
tisers. 1s 
Medicine 
rhe r as 
prietary medicines 


A ne 
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were 
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apers 
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aprofit. Therefore 
value may be 
newspapers, and 
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increasing 
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assure 
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a re 
nstantly 
th se uy 
result will be 
demand ar I 
ym the newspaper ad 
medicine can only be 
listed much Pape 
a profit by means of circulars and 
) house canv by 
remedy may advertise 
it it will als advertised 
wspapers. Chere be rare 
this rule, but bef purchasing 
jetary ine a person should 
e to the lumns of 
Sw Spe aper If the remedy is 
ere, buy it with a feeling that 
iat it purports to; if it is not l 
ot waste your time and money in experi 
a medicine that has not the 
assert its claims in your local 
Another thing, if you wish to 
tain the best résults for your m« ney, never 
a oe any circumstances accept a subst:tute 
the medicine you call for. It is a well 
1 fact that ninety nine times out of 
i when : licine is offered that 
you call for, 
rthless article 
adhered to in 
mney would be save 
ar. While the al 
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ADVERTISING 


Advertisers everywhere are invited to send matter for criticism ; 
to offer suggestions for the promotion of better advertising 
advertising troubles 
in the Art of Advertising) can lighten them 


booklets, novelties, catalogues. Tell your 
l.ittle Schoolmaster 


tions to the Editor of PRINTERS’ INK 


INK, 


FOR RETAILERS. 


to propound problems ar 

Send newspaper ads, circular 

perhaps PRINTERS’ INK (1 
Address all commu 
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This ad of Rudge & Morris Co., of 
Lincoln, dealers in furniture, good, 
but is entirely It should be 
made into several condensed, 
broken with few more 
prices quoted are not very 
but they may be low for 
Local conditions govern 
If Rudge & Morris have 
competitors sell for they 
should quote lower prices or give bet- 
these Here 


18 
too long. 
ads, or 
heads, 
low 
Lin- 
these 


or a 
The 

ones, 
coln. 
things. 
who less, 
ter reasons for is 
the ad : 


prices. 


TW 0 GOOD THINGS! 
One is that 
garret to ce anc 


we can 
llar 


For you to know. 
furnish your h« from 
that’s a good thing. Another is that we can 
do it cheaper and better than any other 
in town, and that’s = ther good 
thing. How can we it? ell, it’s j 
this way: In the first ana we j 
complete line of house furnishing goods, 
about three ordinary sized stores combined 
in one, and our customers get the benefit of 
the saving in expense. Secondly, the large 
volume of business we do enables us to buy 
our goods in carload lots — consequently 
cheaper—and to take a smaller profit, and 
the customer comes in again for a benefit 
Lastly, conduct our business upon the 
plan of giving every purchaser the very best 
value for the money, and if anything is not 
satisfactory we make itso. This is why 
can give you more for your money than you 
can get elsewhere, and this is why you ought 
to buy your house furnishing goods of 
We are showing in each department w hat 
some people would call exceptional bargains, 
although we are not making any fuss about 
it, because our prices are always within 
reach of bargain hunters. For instance, 
fancy iron beds, brass knobs, rails and rings 
only $7.50. Fancy iron beds, brass trimmed, 
any size, at $6. We’ got things our own 
way on folding beds. A hz gee yme design in 
ash at $12.50; plain oak, $13.50; fancy oak, 
$15. In fancy rockers we don’t have much 
competition. Twin rockers, well made, 
comfortable and stylish looking, at $4.99; 
can't be duplicated for anything like the 
money. Our line of carpets, mattings, 
draperies, rope portieres, etc., affords the 
choicest selections and at prices that will 
surprise you. We take great pleasure in 
showing our goods and quoting prices 


RUDGE & MORRIS CO., 


LINCOLN, 


yuse 


house 
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we 


we 


us 


ve 
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1118 to 1124 N Street, 
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H. Vose & Co., who sell china 
and glassware at 59 Main street, Ban- 
gor, Me., a teat, catchy little 
folder which goes into every bundle 
that leaves the store. The idea 


P 
send 


is 


is very 


‘Nine poi 


t 


and the folder 
front cover it 


good 
the 
and on 
around 


says 

ack, ‘* Walk in 
The text 
NINE POINTS 


a 


inside is 


onsi 
Is it str 
Is it ne 
A + 


mg ware 
»n-crazable 


shapes 


rs permanent? 
artist 4 
sizes convenient ? 
Is the decoration pretty and 
Can it be bought in any nun 
desired ? 
Can it be 
Is the 
On 
Eng] 


French 


readily 
price reasona 
ir stock patterns the 
sh Stone China and Semi-Porce 
and Carlsbad China 
matched for yes rs f cx 
prettiest design 
We give a “money b: 
every feature. 
Importing direct, 
light expenses ir prices are ofter 
than th the more expensive 
ed establishments of the larger cities 
Prices fc made up of 112 piece 
and up 


mate 


hed fe 


urse, 


and doing busine 
se of 
r sets 
Sr 

H. VOSE 
59 Main Street, 


& CO., 
* * 
* 
 Vonetpation ” is the unpleas 
title of a ve ry gov od little booklet i 
by Tarrant’s Seltzer Aperient 
well printed, in black and red, 
laid paper, each page being surroun 
by a most effective border. The 1 
ter written in a straightforwa: 
natural and convincing way, 
few points and driving t 
% % 
* 


1S 
m 


home 


hose 


advertising mana 
Philade } 
n 


] 


11St al 


T. E. Payne, 
for F. Middleton & C 
importers of teas and coffees a 
fee roasters, sends us the price 
circulars used in pushing their spe 
ties. They sell coffees, teas and bz 
ing powders in packages put up 
them, 
to purchase. The Se 
grocers to show them they 
compete with.the premium-giving 
stores. The price list 
page booklet, printed in three col 
the design being to reproduc« fa 
similes of the wrappers and tin cai 
which are put up this fir 
The idea is but is « 

far. The wrapper 


i} 


matter Is 
how 


is a small 


ters in 
goods. good, 


ried too same 


using premiums as inducement 
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C. Turner sends booklet 


lrow 


h he has designed, and ) 
pany has printed, for the 
ng Company. The title is, 

tions for Your Benefit and Ours 

book is interesting reading 
history of 
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of the 
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Springfield, Mass., the home of the| 
Wayside Press, upon which it was} 
printed. It is sent out by Haynes & 
Co., and the text is by Edward Mc-| 
Kennon. The printing is the most at-| 
tractive thing about it, and Will Brad- | 
ley is in evidence also in the designs 
and decorations. Customers of the} 
Wayside Press undoubtedly receive | 
the benefit of his work and taste. The 
printing is in shades of greens and 
browns, and the folding is in a novel 
and unique fashion. The reading 
matter is well expressed, and contains 
seasonable pointers on the styles in 
men’s dress which will prevail this 
spring. 

* * 

- 
sends the small 
two-inch ad of F. N. Dounce, who 
sells coal in Elmira, N. Y. The ad is 
set with a cut, so that it apparently ob- 
scures one-half of Mr. Dounce’s face. 
It is sufficiently striking to attract no- 
tice. 


A correspondent 


* % 
* 

Dr. Rainey, the only dentist in Cen- 
tral Illinois who treats hair-lip and 
other malformations of the mouth, ad- 


vertises by a designed card which con- 
tains a local forecast, a picture of a 


rainstorm and the words, ‘‘ For Cen- 
tral Illinois, ‘ Rainey.’’’ It is hard to 
tell whether this is a good ad or not. 
Such trifling seems out of place in a 
professional ad. I know I would hesi- 
tate a long while before going to a 
dentist who advertised in this way. 
But possible it may be adapted to Dr. 
Rainey’s patients. The lettering is not 
particularly legible. 


** 
* 


READY-MADE 


{1 do not write these ready-made ads. They are 
‘taken wherever the y are found, and cre dit ix 
iven to the author when he is known. Contri 
»utions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be -Ep P. 1.) 


ADS. 


For a Bank. 
The Making 
of a Pearl. 


A little grain of sand slips into the oyster’s 
shell. Little by little the secretions surround 
it and the pearl is made. 

So the little mite deposited in the savings 
bank is incrusted with interest and added 
savings, and becomes a pear! of value in the 
time of need. 

One dollar put by every week in a savings 
bank for twenty years, at 4 per cent, com- 
pounded quarterly, will give you $1,597.55. 

We pay 4 per cent. 
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For a Savings Bank. 


|Many a Little 


Makes a mickle. Teach your 
dren how to save. Let them be 
now. A real bank will take their 
posits, no matter how small, and 
them interest. The pennies they I 
to save now will be dollars some 
And the habits they learn are w 
more 


THE : DI M E SA VINGS BA NK. 
lor a Hardware Store, 
We Have 
Now Succeeded 


an Ax 
$s 


that is fully 
A.”’ Ax, whi 
steel by skilled 
In ry. 
S. A.) that 


in getting 
ranted. It is the “lL 
made from the finest 
men and carefully tempered. 
positively the best Ax (this U. § 
be produced. 
Why not have the 
getting a good tool ? 
ONSTOTT'S, 
of 


w 


best, and be assure 


other brand 


P 


Axes is large. 


S.—Our assortment 


PANS. 


There is as much difference in pans a 
article manufactured They grade, 
made of tin, I. C. (cheapest), 1. C. retir 
(better), I. X. (fair), I. XX (good), I. X 
(best). Saturday, January 30, 1897, we 
ceived a large shipment of all grades 
sizes of milk, pudding and dish pans, 
of both tin and granite. Why not pur 
when you have a complete stock t 
from ? 


30. 
f 


ONSTOTT’S. 


lor Upholstery, etc. 
Curtains 
and Draperies. 


We are prepared to furnish Lace Curtair 

3 Draperies, Piece Goods, Upholste 
Goods and Trimmings in greater varie 
than at any previous season, and ask th 
contemplating furnishing to make us a ¢ 
before purchasing. We can surely make 
interesting both in style and prices 

The most complete assortment of Curt 
Poles and Trimmings at very moderat 
prices 

Curtains purchased from us artistical 
draped free of charge. 


For a One-Price Store. 


No Discounts Here. 


Your money’s just as good as anybody 
We don’t mark our stuff at a price where w 
can afford to give anybody adiscount. Dor 
thin because some stores offer you ad 
count that you’re getting an inside pric 
because all stores that give discounts all 
for those discounts when goods are marke 
Get them to offer you as big a discount a 
they will—then come here and see how mur 
lower you'll find our prices marked, in pla 
figures, on every article. The one-price-t 
all system the only fair, honest way 
doing business 


is 
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SCHEMES. 
Did you ever hear the story of the man who 
a ugh to advertise and 
ed his campai gn by sending outa 
grinders into the principal 
instruments that were perfect 
stood the midst of 
turned away at the 
a sound 
od in front of 
uw why, and could not help 
igh » the glass front was a large 
, reading: “ This i thing to the relief 
f after taking Calvert's Cure.” 
ge It created impres- 
friends f 
get 


had 


talr 


ad r cure 


men in 


and 
s ame 
ver 


be 


re] 


nstruments s 
zt Inside 
sn 
eels eal 

a 
and made 
metimes they up a goo 
1 Last year a celebrz ated pi 

it twenty men e mpl yed in the 

act This isn’t parti larly new, 
s very well worked, and it may be inter 
ting to those who have not heard of it be 

One man starts off at a steady trot down 
sidewalk of a pretty busy street 
ynally glances behind as if fearf | 
irsuit. Fifteen or twenty yards | _ 

omes another man with the 

chensive | I Stil 
n about 


7} 
gh 
} 
ais ) 
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same 


a third fo 


ar 


nis face. 
a minute headway, 
brief intervals, fourth, fifth, sixth an 
n, until everybody in the street has nat 
rally stopped to watch the strange running 
cession. But the last man has a card on 
s back, and it contains these words: **They 
all stolen my k of Blank’'s Pills, and 
an’t do without them.”’ 
A Chicago patent medicine house worked 
even better. It caused apparent 
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— Bulletin of Pharmacy. 
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NOTHING INCONGRUOUS IN IT 


The establishment of department stor 
a result of natural law by which bus 
tends to concentrate and gather at one p 
It is not far removed from the law by w 
eople drift into cities, leaving the cour 

d small towns, It arises from the fact t 


POSTAL NOTES. 

Congress at its last session passed a law, 
which will go into effect July 1, granting in- 
demnity, not to exceed $10 in any one case, 
for registered letters or pac kages lost in the 
mail. This will bring the United States into 
line with the other countries of the postal 
union, as the insurance extends to foreign as 
well as domestic registered mail, 

There are several points on which the 
United States cannot meet the other great 
nations in postal congresses. We have a re 
markably fine postal system, and one which 
in many respects is a model for the whole 
world; but there are some details in which 
the United States has been left behind. One 
of these is the matter of a parcels post. We 
have a parcels-post agreement with some of 
the countries south of us, but not with any 
European nation ; and though the Postmas- 
ter-General has recommended to the Presi- 
dent more than once that our parcels-post 
system be made general with the countries 
of the postal union, the President has never 
followed the recommendation. Therefore, 
it is not possible to send a gift to any one in 
France, for example, from the United States 
unless it is a book or some other form of 
printed matter. Samples are admitted to 
the mails at a merchandise rate, and th 
postal officials say this leads to much petty 
fraud. People who have a'small package-wf 
merchandise to post say that it is a sample, 
and so save the difference between five cents 
a half-ounce and one cent for two ounces— 
the letter and the sample rates. 

Another particular in which foreign postal 
systems differ from ours is in the collection 
of money for goods delivered. In Germany 
you can ship a dozen eggs by parcel post, 
c. 0. d., and the government will return to 
you the eggs or their money equivalent. 

Some foreign countries have adopted an 
identification system which provides for the 
issue of books containing a certificate of 
identity and a photograph duly attested by 
the government. These books are intended 
particularly to identify travelers to the local 
postal offic ials. 

In Russia there is a newspaper subscrip- 
tion agency conducted by the post-office de- 
partment. In the United States postmasters 
in small places act as subscription agents for 
newspapers; but this is a private enterprise, 
and one in which the government has no in- 
terest, direct or indirect. In Russia the 
government conducts the agencies for sub- 
scriptions, and the people are forbidden to 
subscribe for papers in any other way. This 
is a part of the Russian system of surveil- 
lance. It keeps the police informed of the 
periodical news literature which every man 
Is receiving. 

A postal congress will be held in Washing- 
ton, beginning May 5, and all these matters 
will be discussed by the delegates. Possibly 
their deliberations will influence Congress to 
make some changes in our own postal system 
which will bring it into greater harmony 
with those of European countries.—Harfer’s 
Weekly. +o>——— 

A MEAN FLING, 

Mr. Fly-up-the-Creek Lancaster, of the 
milk-and-water, inoffensive, looking-for-sop, 
unimportant, not useful, laughable, school- 
boyish publication, entitled the Newspaper 
Maker, of New York City, is a nincompoop; 
therefore, to give him a distinct standing in 
the class of society to which he caters, we 
say that after this we shall call this boy Nin- 
compoop Lancaster. It is a good name for 


him.— Zhe Medical Investigator. 
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is easier to do business in one estal 
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han according to th 


re old 


met 


When one comes to look at it there does 
ar to be anything wrong in the fact 
ods, groceries, plows and drugs, | 
pictures and steam engines are sold u 
one roof. A prejudice exists against it 
cause it is in conflict with old customs 
the next generation there will be nothing 
yngruous in such trade associations.—, 
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The people have no quarrel with the 


It isa potent factor 


production of wealth, just as is machin 
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ests, but its ultimate effect 
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would have been trading at the small st 
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A NEW WAY OF PAYING FOR ADVI 
TISING IDEAS. 


The man who can invent new ideas a 


and new ways « 


T 


“ 


1and. 


f advertising is in great 


The pay usually ranges between 
and $1 per 100 words.—7he Editor, /ra 


lin, O., April, 1897 
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GLEANINGS. during 1896 of 6,300, and it is the 


lla aanle a i , iaiitine ten el ' 
LLED AND COMMENTED ON BY THE Bly one f the five dailies in that city 


EDITOR OF THE WORK, FROM AD- 
VANCE SHEETS OF THI AMERICAN 
NEWSPAPER DIRECTORY, AS REVISED 
FOR ISSUE IN JUNE, 1897. 


which appears willing to have its exact 
circulation known 
The Washington (D. C,) Lvenin 
Star probably gives advertisers as much 
for their money as any daily in Amer 
Che Birmingham, Ala., Daily Ne ica. It is emphatically a family paper 
an average circulation during and covers the re city every 
6 of 7,285 copies. This is the noon with ar 
rest circulation accorded to any Che Atlanta 
ama daily. 
With an average daily issue of 2, 
ng 1896, the Phoenix, Ariz., 4 
an stands way ahead in circula 
. of any other paper, daily or week 
n Arizona. ! 2 Ipn, 
The Little Rock, Ark., Gaze/te ay ! lw , No paper out- 
irs to print a larger daily editi i icago makes etter circulation 
n any other paper in Arkansas. rage 
The Arkansa Wethodist, 


k, is credited with th 


he Los Angeles 7zmes is accords 
ger average circulation than 
combined circulation ratings of 
the other dailies in that city 
Che Oakland, Cal., 7?i4une had an 
re circulation in 1896 of 8,896 
This is as large as the ¢ 
| circulation accorded to a 
ies of that city. 
he San Francisco .xamin 
paper which an advertiser wi 
der on the Pacific Coast In cir- 
tion its daily issue is conspicuously 
lvance of all other dailies, and its ing : ! 
kly circulation is believed to be printing 66,432, during 1894. No later 
le that of the combined weekly information has been furnished. 
tions of the five other leading With but one exception—th Port 


es land if the Bangor Comme? 


'f course, the important papers of corded the largest daily average 
yvrado are in Denver, and the Den- lation during 1896 of any paper in 

aily which is accorded the larg ( weekly is rated for the 
circulation in 1896 is the & i ar abi any other weekly 


z rl 


intain News. xce g tl rtland 77 
he Bridgeport, Conn., ost had ! ‘aul Dispatch during 1896 
g 1896 an actual average daily printed an average edition of 34,418 

of 10,464 copies—by far the daily and 37,478 weekly. TI 
st issue accorded to any Bridge- larger circulation than was claimed by 


is is a 
{ paper. any other dail or ts weekly in St 
r} gram, of Bridgeport, Conn., Paul 

lished proof of having a larger Che Anaconda Standard had during 
rage morning issue during 1896 1896 an average issue of 9,487 daily. 


Che Zele 


n any other paper in, that city, [his far exceeds the circulation ac 
The Hartford 7imes is one of the corded any other publication in Mor 
st daily papers in New England, and tana 

iccorded a larger daily circulation The Omaha World is accorded thx 
ring 1896 than any other paper in largest daily, weekly and Sunday « 
nnecticut. culation dit ring 159 of any paper in 
The Wilmington, Del., Republican Nebraska. 
id an actual average circulation The Newark A: is accorded 
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larger daily average circulation during 
1896 than any other paper, daily or 
weekly, in New Jersey. 

Binghamton, N. Y., should be proud 
of its daily newspapers. There are 
three of them, and their average daily 
issue during 1896 was: 


Evening Herald .. , 8,100 
Leader ° eee eee wee weeeee ),231 
Republican bioneenonen 6,377 


The Cincinnati Pest had more than 
twice the circulation in 1896 that was 
accorded to any other daily in Ohio 

The Toledo still keeps the 
lead, having a larger actual average 
circulation during 1896 than was ac- 
corded to any other weekly in Ohio. 


laa 


tid Reimecenii 

DO JUVENILE PUBLICATIONS 
PAY? 

‘By Henry 

This question was asked in a recent 

editorial note in PRINTERS’ INK, and 

the statement was made that advertis- 


Romain 


ers generally do not believe in ®uch 
mediums. Of course, the answer 


largely depends on what is advertised, 
but, generally speaking, I see no rea 
son why juvenile publications should 
not pay, and pay well, event 
article advertised not 
for children’s use. 

Parents as a rule are particular what 
their children read, and if they do not 
actually buy their literature, are fairly 
certain to peruse it when bought. In 
this way the prudent mother would be 
sure to see, and probably read, any 
advertisements that appealed to wom- 
an’s wants, and fathers would notice 
such announcements as sporting goods, 
shoes, clothing, etc. 

Again, even in the case of an adver- 
tisement appeaiing directly to 
niles, the latter would seldom act inde- 
pendently in the matter of purchase, 
but would be reasonably sure to ask 
their parents or guardians for the 
money with to buy, which 


hough the 


exciusive ly 


1S 


juve- 


which 
would invariably involve the reading 
of the ad by adults. It is a mistake 
to suppose that juvenile publications 
are seen and read by juveniles only 
It may be taken an absolute fact 
that seventy-five per cent of the par- 
ents in the country are sufficiently 
interested in their children’s reading 
to at least look through the books 
and publications which they peruse. 

I should say that juvenile publica- 
tions would be good mediums in which 
to profitably advertise children’s books, 
toys, lanterns, useful 


as 


games, magic 





PRINTERS’ INK. 


tools, drawing materials, skates, 
ing goods, shoes, ck { 


not think they would 





for mail orde r dry goods or for 1 
ty stores, for fancy and washing 
tooth powders, et rhey mig! 





1] 
sell ] 


pianos and organs, parti 
the goods were sold on the inst: 
plan. 
There 
it would 


be 
juvenile public 


may be many 
foolish to a 
ations and possi 
found this 
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advertisers have 
there cannot | 


ye } 
| 
their having a distinct value t 


appropriate lines of business 
+-+ 
lHE best advertising medium 
daily paper. ‘The best advert 
is the one that tells what y 
say in the fewest and plainest 
So word your advertisement 
wl be understood »o dis} y 
it will catch the eye Ins 
best daily paper—mind you, t 
If the advertisemen as g 
should be, and the display is a 
is It can be, one insertion oug 
the business. To do more | 
prepare a new advertisement ar 
more daily papers. 
eo 


TO PUT INTO ENVELOPES 
Most business letters don’t w 
the full on 


a two-cent stamp 


ince allowed by law t 
A good way t 


advantage of this is to inclose a 


bit of printed matter. Moses & Hi 
111t Nassau Street, New York, 
made for themselves for this pur] 


} 


handsome card entitled ‘‘ Simpli 


printed in purple, green and gold 
reader of PRINTERS’ INK 

one of these cards free by c 
firm. Their price for writing ar 
lustrating cards of this kind is $1 
two colors, or $14 for three color 
cluding the engravings 

This is an adve 


can Sé 
writin 


rtisement. 
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Washington's Birthday. 


Monday of this week 1s the anniversary of the | irth of Ge ishington 
[n some respects George is like Hub Gore. 
He was the organizer of the Continen ‘ongress, and Hub Gore is the 
organizer of the whole Congr« ustry 
His name will not fade. Neither will Hul I 
Washington was “first in war.” And what 1s \ yut a question of gore 
He was “first in pea And Hub Gore is first in the piece. 


He was “fi n the hearts of his countrymen. ib Gore is stamped on 


> 


no end of hearts, worn by no end of countrymen. 
Washington gave his name to a city, and Hub Gore took its name fron 
city 
Washington never shrank from any duty. Hub Gore can't shrink 


; country, and Hub Gor ees” that father and 


fresh to-day. But nots 
wore but once His « 
Hub Gore, by Gi 


oul. Hub Gore 


Hub G Gore can 


po nt tin \ 


Hub Gore is one Ol 





ORIAL DEPARTMENT 
1 pigeor 
hus the 
I is pr ved for ready 
manent form, and articles 
indexe 
+o 


SAMPLE COPIES FOR MAIL ORDERS 


pl ata glance. n’t lean on any 
“When the president | rea en lish anything 
asses them down to the vice-presid tl I l you can 

general manager, the general licitor, the 3 ymes to running 
+ 


eneral passenger and freight agents an 1’ve got to paddle your own< 


ther officials, and when they have all hi do no good.—Penny Advertiser 
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COPY or CLAUSE 1n CONTRACT 
existing between 
Mess, A. GUDE & CO., Chemists, 
Leipzic, CERMANY, 
AND THE 
M. J. BREITENBACH COMPANY, 
NEW YORK, 


rw we: 
mM 
at 


PC ete ees» 
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Section 9 
Cid X va ferttyer argyreed Vekiweew D rade 2 monky of 
“the fuk pork amd the Ob 9. Breitenbach 2 po the second 
rh . pov a 
pout , Pork af or ow tine Aye amd OL .& PrewWernt wh G2 should 
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Oende's Se > DIT. ¢. ( 
m Smo deple Wbomgonv olfyer Myon thyeowoyy the LOCI 2 


e ww ar meee 
chowwnels to the Medicoh Proferssiow yen aw sarely ent 





Hy Gowkiocl Amto hecome awit ond goid and afl cialts of 
the (6 my) Prerteworely Ge exirtrrro avvder Hy i en dO 
mned ioral Lecome the property of roid Dt. Sude as 
mithyorrk RMAOWUA Yo ll 





The profession-will see at a glance the intention of Dr. A. Gude, Chemist 


1 


and one which we accept as just, that under no circumstances shall 
“ ” ir ad » nubl ng aly 
Pepio-Mangan ( Gude be introduced to public, relying solely 
upon the practitioner to accept it as th 
standard in the class to which it belongs. 
Beware of Simifar Sounding Names. 


M. J. BREITENBACH COMPANY, 
Sole Ageats for United States and Canada, 


LasonaTory, 
LaIwzIC, CERMANY. 66 & GO WARREN STREET, NEW YORK, 


Tuis is a copy of a circular which the American agents of ea 


(a foreign blood-builder used in cases of anaemia, rickets, etc.) are sending 
the medical profession. It will be noted that the plea for patronage is ma 


not because the specific is stated to be good, t 
and agents agree not to advertise it t »the public 
ently influence the doctors to recommend a poor pre} 


them, in peoference to a good poeperation that is adve rtised also to the pub 
E PL bout t 


~ MAGAZINE PUBLIC “ATION DATES. knov -door magazine, appears a 
th « ronth St. Nicholas o1 


The Century Magazine is issued on the x and 
rst of the month; ‘rank Leslie's Popular 25*%-—~é ourth L stale, 
Monthly, on the 15th ; the Cosmopx litan, on oe 
the 2sth; Harper's Monthly, on the 22nd; HIS FEAR. ; 
Scribner's, on the 25th; the Review of Re- Rixon—Why don’t you vote for Platter, t 
views, on the 1st ; u? rent Literature,onthe anti-department store candidate 
2sth; the /orum, ‘on tl re rst: MceClure’s, on the Dixon—I'm afraid if they al 
oath ; North American Review, al ! partment stores my wife will wan 
mst; ‘Atlantic Vonthly, about the 
Arena, on the asth, and Gedey’'s gazine : — 2 
on the 23d. The Ladtes’ Home For AN EXPLANATION 
issued on the 25th of the month ; the 
World, on the 23d; Demorest’s Magazine, 
on the isth: Zoflettes, about the rst, and Duplex—You see the 
Peterson's about the 1st. Outing, the well- on the last page of a newspaper 


ture 


yut because the manufactur 
Such distinctions appa! 


aration advertised only 


allowance. 


Ladies’ Simpell—Funny thing 
ften read the last pag 





nuisance 


partment al 
rhas any 
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ADVERTISING NESTLE’S FOOD. 

AN INTERVIEW WITH MR. JOSEPH 
LEEMING, WHO GIVES HIS EXPERI- 
ENCE AND OPINIONS—INFLUENCING 
THE DOCTORS. 


Nestle’s Food for babies and in- 
valids is one of the oldest and best 
known products of the kind now in 
the market. It has been manufactur- 
ed and sold for more than thirty years. 
It is made only at one place, Vevay, 
Switzerland, and is sent in sealed tins 
all over the world, to America, Africa, 
Australia, China and Japan. 

The name Nestle that of the 
chemist who first combined the com- 
ponent parts of this food in such a 
way that it is used asa substitute for 
mother’s milk The manufacture 
and product is controlled by a concern 
which has its works on the banks of 
Lake Geneva, while the Alps surround 
on every side. The business done by 
this food concern enormous. To 
such an extent did it grow that, ina 
few years, it changed this section of 
Switzerland from an agricultural to a 
dairy country. Every morning, by 
daybreak, the milk is brought from 
the company’s lands, in the different 
cantons, and received at the factory, 
where it is first tested and then poured 
into big condensers to be sterilized 
and the water evaporated. In an- 
other part of the big factory thin 
sheets of wheaten bread are baked at 
a certain temperature, the crust is re- 
duced to a powder, which, by a special 
process, combined with the milk 
and some cane sugar in such propor- 
tions that analysis shows the product 
to resemble, very closely, human milk. 

The agents of Nestle’s Food in this 
country are Thomas Leeming & Co., 
of New York. I called at their office 
the other day and I saw Mr. Joseph 
Leeming, who manager and has 
charge of the advertising. He hasa 
quick, active way about him, and it is 
this, together with his push and enter- 
prise, that has put Nestle’s Food to 
the front and kept it there. 

I asked Mr. Leeming to tell me 
about his advertising, and, with a 
few interruptions, he has done so in 
what follows: 

“It may be interesting,”’ Mr 
Leeming, ‘‘to note that one of the 
first, if not the first, of our advertise- 
ments was a poem by John G. Saxe. 
It was a clever parody on Longfel- 


1S 


is 


is 


1s 


said 


INK. 
low’s ‘ Psalmof Life ’"—called ‘ Ba 
Psalm of Life,’ and began: 


** Tell me not when baby slumbers, 
Long will last that peaceful dream, 
Baby will not sleep f 
But will wake and wake toscream! 


rever, 
‘*In several places Nestle’s F 

was mentioned ; as, for example : 

ther, 


, shall say, 


Can we wonder when a m 
After sleepless nights 
* Would tog that to-morrow 
Were my baby’s weanirg di . 
Not enjoyment 
Kept her in a 
’Till she found 
In that Nestle 


Ir 
dness 


leful 
a peace ré 
s Infant | 

‘* Well, the poem made a great } 
continued Mr. Leeming, ‘‘ for al: 
every mother father, too— 
appreciate the point. The lines we 
copied in hundreds of newspapers 
that was a free advertisement, 
course. We had the poem printed 
different forms, and I suppose that 
have distributed more than half 
million copies. 

**Coming down to more recent 
vertising, we have bought and ] 
for our the 
other advertiser has done and must 
We have tried ¢ kind of 
and any number of methods 

‘*Let us refer 
I said 
ers?” 

“We have given uy 
papers. We find that 
profitable for the kind 
uct handle. We to 
the mothers who are unable to nur 
their children for m than a f 
months, if at all, and who must fe« 
their babies with the next best thing 
artificial food An 
our food in pape 
reach people, 
does, it does not | roduce the 
Ther irculati 
for the amount of money expended 

‘* What about the magazines?” 

**We used the mag. 
before last, but not last year. 
do not seem to reach the 
are nursing babies, or who want i: 
fant food. The magazines go it 
families where the children are grow 
up. So Ido not think the magazin 
are profitable for our kind of advert 


and 


experience, same as eve 


very medal 


to the mediun 
**What about the daily | 


up using the da 
they are 1 
of food pr 
rea 


we wisl 


re 


an advertiseme¢ 


ot rs does I 


dail 


m to these or, if 


1 result 


e€ is too much wasted « 


zines 


women wh 


ing. 
** What about the family papers, s 
called, and the papers for women ?”’ 
** Most of them have not yielded 1 
results in proportion to the amount of 
money we have expended. A few of 
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papers we have found profit ‘‘ Yes, that is a most important part 
f our advertising It is the doctor 

who can exercise the greatest influence 

use f any od or medicinal 

two ways t 

vertising in the 

d by personal 

ot acdvertis 

journals should be 


by any o1 who 
most good out of 


solicitation, th 
nts. They need 
and to be we 
an infant’s 

juestion of 


ad vertis- 
is may be 


muia- 


ldren. 


ord 


to the 


J. VANCE. 
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This is the Way 


Ask your guest to have chocolate 
it's made or not, for—— 
the way it’s done 


Whitman’s 
INSTANTANEOUS 
Chocolate 


al Made the minute the water boils 
Th Sold everywhere in 1 Ib. and % Ib. tins. 
} ” STEPHEN F. WHITMAN & SON, Philadelphia. 
reach the doctors ? 2 ". 
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and road 


en, of course, you advertise 
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ADVERTISERS’ BRIGHT SAYINGS. REMINISCENCE 
: d New York merchant 
Printers’ Ink solicits marked copies of ; he late Alexander T. Stew set 
ed advertisements in hich “ bright say 
ings,’’ terse and epigrammatic expressions, 
appear here l ft 1, and some 
of them : i 


Totl 

Wr 
that m 

Tue f 
name ft 

We want 101 f 
more than ¢ lease re inte 
every month. 

Tut ressior elling at cost 
lar *‘ epitaphs riginated with 
He, by the way, was never conne 
this firm. 

On Ly th in afford wet feet 
a cost ir They mez 

very expens 


>y savers 


hic 
niente of bea 
est face attra 

Don 
poor spec imen of 
to press the butt 
and then claim t)} F 
become a successful | graph 
read the Photographic Times 

Ha cr truths are more dangerous than out 
right lies he most cunning counterfeit i 
that +. h is over 50 per cent genuine metal; 
which lool and -rings t 
with abe in he worstofa r 
genuine. “This is sarsaparilla, 
told—but not how much of it is sarsay 
and how much chemieal adulterant 





THERE is not such a great differs 
general appearance of a high-gra rcle 
and one of inferior quality Shape and size MISSOURI. 
are common to both Enamel an k 
cover a multitude of defect : *O' S the field St. Joseph 
constructed bicycle may hans 
dle, but a cheap wheel is never wit ° , ‘ 
Palmer tires. They are too expensive. NEW YORK. 

<r SSP ARSUN LEADS 

ONLY AN ECONOMIC EVOLUTION. d 

I believe in ** evolution” ; and rations [RINGHANTON LEADE! the tea ta 
or trusts with large ~gati ] > 
are evolved as a natur 1 e from tl YINGHAMTON LEADt eading afte 
paper and the favorite family mediun 


9,000 w. LA COSTE, XS 


small beginnings of trac ar mmerc 
years ago as the necessary machinery t »>INGHAMTON LEADER, the home pee 
> full of live localand general news t 
; plate, no fake features, but a le witimate 
mous transactions of the worl: say It is *ommanding the confidence of its constit 
the condition of large g rhis coun  INGHAMTON LEADER, first - class 
try and all commercial an ndustrial coun afternoon paper. Most important 
ild be one-half a century behind that city, commanding the respect ar 
coe seem peck n without this evol , | dence of readers and advertisers alike 
al he same cause has pr home andabroad. Average circuls 
— : - — 2 , Daily, 8,745; Weekly 
unl and with the same benefi ‘ulation weekly — ote r Bing! 
to the wage-earners. Bott BEC 


handle with efficiency and « ymy the enor 


inions and « orations are healthy signs Me ne “CY, Sole. Apts Ae ign 
the times. All these associations are limited | US!2&, New eS 
partnerships upon a large scale to accomplish 

Z OHIO. 


nineteenth century w . No one man can 


Own 50 or Io ean-going steamers or build I AYTON MORNING TIMES, EVENING NEW 


1 railroad oo miles long, g WEEKLY TIMES-NEWS, 14,000 daily, 4 
earners cannot successfully ¢« I , LA COSTE, New York 
ganized capital without ; eR Py . 
n their part.—Chas ter mit TEXAS. 
rth Am "ev 


G ALVESTON TRIBUNI 
, 


t (JALVESTON TRIBUNE, @ money 
\ 
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(i ALVESTON TRIBUNE, the most influential. | 
Wk 


‘ALVESTON TRIBUNE, prosperous - 
erful. Leads the afternoon processic Colored 


‘ALVESTON TRIBUNE. makes mone ~ = 
* self and will make it for i Comic 
Supplement. 


late, with ali modern mechanical app 
A live paper for live people 

VESTON TRIBUNE, every « 

ity circulation larger than any news 
Texas A dividend-paying medi 
he brains and ca;jital of the city 


Newspaper Publishers are 


1 to send for free san 


Un 


copies of our 
Ready-Printed 
Twelve-Page 
Comic Weekly 
Supplement. 


itions and matter 


Editor 
le agents 


WASHINGTON. 
HE p.-1.” 


ATTLE POST-INTELLIGENC! 
Largest circulation in the State 





Displayed Advertisements. 


UU Un Su 


n = 


t ant 


st be handed in one week in advance 


WTAMPS FOR COLLECTIONS Sena 
for ists. EK. Tr. PARKER, B 


ethlehem, Pa, 3 1 

UARANTEED CIRCULATIONS.—The circula s\ddress all letters to 
of the following papers is zuaranteed by the 

shers of the AMERICAN NEWSPAPER DIReE« Th UTH 
for 1896, who will Pay zt RD OF § yin 2 4 , 
nd every case 1 be ro 


aper Was not entitle the rating accorded 19th Street and Fourth Avenue, 
il 

HT-HOUR HERALD, Chicage 0 NEW YORK CITY. 
MAIN} 

ADVERTISER, Norway, Maine (local), 2,340 POU 





The Morning 
_ Paper 


é 


theretore tl 


nm the 


i¢ { lclr Kil 


The Herald 
ST. JOSEPH, MO. 


8,000 Daily. 8,000 Sunday. 9,000 Weekly. 


Gazette and Bulletin 


WILLIAMSPORT, PA. 
6,000 Daily. 4,000 Weekly. 


GUARANTLED CIRCULATION, 


38 Park Row H. D. LA COSTE New York City 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo, 
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‘«New England's Family Paper."’ 


MORNING NEWS - 


Is the only morning 


Portland Transript 


The average circulation of the TRAN- 





paper in Delaware. 


SCRIPT in 1896 was 


23,472. 


More than one-half of the Transcript’ 


readers live in Maine; nine-tenths of 


4 


Published in Wilmington. 
. 
72,000 
POPULATION. 


* 


them live in New England. 


Draw Your Own Conclusions. 
Will it pay you to advertise in a paper 
of literary merit, the favorite of 23,1 

New England households ? 
The Cost is Moderate. 
A 4-inch ad costs $163.80 for six months 
The same ad next pure read 
costs $180.18, Why not write 1 
TRANSCRIPT CO. 
Portland, Maine. 


Does it need any bet- 
ter recommendation P 
THE NEWS PUBLISHING CO. 
WILMINGTON, DEL. 


SO FS > > * + 
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Ask the merchants 

of Richmond 

what paper is the best 
medium, both in 
circulation and 

influence. They will all 
tell you the same thing: 


“The Richmond 
State 


is the best afternoon 


paper in 
a oe 
Virginia. H. D. La Coste, 38 Park Row, New York. 


Written and Designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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PUT Your Entire 
YOUR 
ADVERTISEMENTS Edi ition 


ina medium that $; delivered more rapidly 
is ‘sure to bring and economically with the 
results, In Al «New [Model Web than 
bany such a me- with any similar machines. 


dium is the ° ; ; 
When it comes to 4, 6 


TIMES- UNION or 8 pages try our * Multi- 
press.”’ 


because it has a 


To make your job room 
larger paid cir->| profitable, install a «« Cent- 
culation than all ury.”’ You can’t do better. 
the other dailies 
combined. Write us. 

JOHN H. FARRELL, ¢ Campbell Printing 

Editor and Proprietor, Press & Mfg. Co. 


ALBANY, N. Y. | 6 Madison Avenue, New York 
334 Dearborn Street, Ciicage 


N 
‘ 
. 


The Caiistos 


EVANSVILLE, IND. 


’ 
’ 
‘ 
¢ 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 
) 
‘ 
t 


stands fourth in point of circulation among 
the dailies of Indiana, with a guaranteed 
issue Daily of 8,000, Sunday of 8,400, and 
Weekly of 7,100. Its news service is equal 
to the best. It is noted for clear cut editori- 
als and general interesting reading. -As an 
advertising medium it has the confidence of 
its readers, and what more can be said of 
any paper P 


la a aartantatatata ttt t,t he 


a, 


~ 


W. E. SCOTT, 
American Tract Society Building, New York, 
Eastern Advertising Manager. 
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Make... 
Advertising | we FHE eee 


“~~ ARGUS 


THE 


Evening Baty. 
SEMI-WEEKLY, 


Journal ng 00 


circulation in six months, and 
OF JERSEY CITY, N. J., we are still at it. 


Tex « daily visitor during 1806 If you have a friend in Al 
= bany, write to him and ask 


to no less than hi i] } 
lim to tell you which ts the 
Fs TE Pe best ne wspaper published in 
15,0 i) Families his city and then a sample copy 
in the wealthy suburban popula= will tell you a great deal. 
tion of Hudson ( . Free on application. 
The MEDIUM that reaches a 
15,035 families must pay THE ARGUS CO., 
advertisers. Albany, N. Y. 





YOU can get profitable returns -——-*>~ 
——_ from advertising in the 
7 > 2 
Oil City Derrick 


WHY? Because it has been proven by 
many advertisers during the past twenty-five 
years that the Derrick stands first in charac- 
ter and influence with its readers. No objec- 
tionable advertisements accepted. 

THE DERRICK PUBLISHING Co. 
W. E. SCOTT, ile 
Eastern Representative, cine 
American Tract Building, N. Y. 
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Wilson’s Ink 


eee on eee 


Munsey’s 
Magazine 


y } 


v 


Vv 
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UR. black ink 1V 
SEY’S MAGAZIA : 
e market at t cent x 


seen the circulati gradually increase, until to-day 
can be classed as the largest cor r of fine inks in t 


‘ 


During 1896 the aggregate circulation was 7,7 


Vj 


age of 645,833 copies per month. Each 
128 pages, so you can imagine “t 
used in cne year, and every ounce of it was « 
Competent judges throughout t 1 
MUNSEY’S as being the best printed ma 
With the biggest and finest plant in the w f 
paid labor that could be found, the best grade of paper t 
could be bought, and the finest ink ever Produced, M 
should not MUNSEY’S reach 1,¢ 
We will de liver a pound sampl 
on receipt of one dollar, Wem 
(10) pound can for < 00, but y 


v a 


» 


Y 
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Special prices to large cot 


W. D. Wilson Printing Ink Co., Ltd. 
10 Spruce Street, New York City. 


age 
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The ink used on the advertising pag is of a cheaper grade and is 


made especially to work on wel Pp 
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Of the population in the Province 
of Quebec is composed of French- 


speaking people. . 


THE MONTREAL 


«LA PRESSE” 


Has a larger circulation than all 
other French Canadian papers com- 
bined. 


Largest daily circulation in Canada. 


ae 52,000 


COPIES DAILY. 
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M--s0@@Oee--- 
$ THE 
ADVER- 

$ TISER 


Draw a Line 


From the Shrewd Advertiser to 
the People in and about Chi- 
cago and it passes through .. .. 


The Chicago Dispatch 


By JOSEPH R. DUNLOP. 


The Dispatch is the medium that con- | 


nects the two successfully and that | 
produces the greatest results for the 
least outlay. 


Circulation, 115,000 Copies Daily. 
The Weekly Dispateh covers most of the 


Southern, Middle and Northwestern | 
States. The great silver weekly. 


Circulation, 50,000 Copies. 


THE CHICAGO 
DISPATCH 





M.-co@@@eeec--m 
H--co@@Oeoe--m 
M--0@@@eeoe--E 


EASTERN OFFICE: HOME OFFICE: 
517 Temple Court, 115-117 Fifth Avenue, 
NEW YORK. CHICAGO. 
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They all read 


The Detroit 
Free Press. 


It reaches the rich, the middle-class, the 
poor. They read it because it’s interest- 
ing, progressive and clean, and because it 
has features found in no other paper. 


36,708 


people, on an average, read THE DETROIT 
FREE PRESs every day in 96. When you 
consider the kind of people it reaches, and 
the number, doesn’t it impress you that 
it must be a pretty good advertising 
medium ? Advertising rates, sample copies 
and all information from 
R. A. CRAIG, 41 Times Bldg., New York City. 


Written and Designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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The Minneapolis 


Housekeeper 


has carried ; n l yf ad- 


Always 
vertisers. Advertisers know 1 Bes 
and use it year after year t has 
been greatly improved this year, and 
much energy is being manifested 
vartment. It is the 
woman’s pape! 
in the United Stat 
tablished and reliable 
valued hig 
its sul , and advertisers kno 


it pays. ie circulation is guaranteed 


200,000 copies each month. 


« 
PUBLISHED TWice A MONTH, 


RATES: 75 CENTS PER LINE PER ISSUE. 


TIME DISCOUNTS: 
For 6 consecutive insertions we allow a discount of 10 pe 
utive insertions, 15 percent; 18 consecutive nsert 


{ consecutive insertions, 25 per cent; 12 insertions, « 


SPACE DISCOUNT: 
250 lines to be used within one year, 10 per ce 
9) « ‘ “ 6“ 15 
” 1,000 ‘ ™ ” c 


But one scale of discounts can be applied on the same order 


E. ELLIS, Manager of the Advertising, 
401-2-3-4 Temple Court Bidg., N. Y. City. 


> Int. Trust Bldg., Boston, 903 Boyce Bldg., Chicago, 
E. R. GRAVES in charge. W. J. KENNEDY in charge. 
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Selling To Farmers. 


F you have a good thing, farmers want it. The 

scale of living is many degrees higher th 

their fathers’; they want the comforts as well as t 
necessaries of life. 

You cannot, perhaps, use all the farm papers 
You want to select such as will pay you best. 

Farmers are open-hearted people. They lik 
their friends; if you can’t make yourself ‘‘one o 
them,” you make little headway with them. They 
like a friend who can sit beside the fire with then 
and eat doughnuts .and drink cider, or follow th 
plow or swing an axe at the wood pile. 

And they like a paper that comes in and bi 
comes ‘‘one of the family.” Kid-gloved farm 
journals have small influence. 

In 80,000 farmers’ homes 


farm News 


is one of the family. It gets up next to the farmet 
It is so practical, so sensible, so helpful, that the 
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farmer who once has it feels that he can’t get along 
without it. 

That’s the reason FARM News pays advertisers 
If you want to sell to farmers, you cannot afford t 
leave it off your list. It will give you good returns 
every time. Rates from any agency or direct. 


The Hosterman Publishing Co., 
SPRINGFIELD, OHIO. 


1227 American Tract Society Building, 50 Hampshire Biock, 
NEW YORK. CHICAGO. 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for advertisers in the State 


= 


of Pennsylvania. « ww w 
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The Press is 
the greatest 


want medium 


in Philadelphia. 
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READABLE, 
RELIABLE AND 
RESPECTABLE. 


CIRCULATES AMONG 
THE PEOPLE 
WHO HAVE MONEY 
TO SPEND. 


INFLUENTIAL, 
| ENERGETIC AND 
ENTERTAINING. 


The 





| each week 





ELMIRA 
TELEGRIM 


A SIXTEEN-PAGE 
ILLUSTRATED 
FAMILY PAPER OF 
STANDING. 


by 


£500, 000: 








PLUCKY, 
PROGRESSIVE AND 
POPULAR. 


ow, 

rae 
CARRIES 
WEIGHT 


/T COVERS 
NEW YORK STATE 
AND PENNSYLVANIA 
THOROUGHLY. 








Best 
Advertising 
Medium 


ESTABLISHED 
EIGHTEEN YEARS 





a) MONEY a 
4 
A. FRANK | ARCOM 


RICHARDSON, 


TRIBUNE BUILDING, 
NEW YORK. 
CHAMB’R of COMM’CE 
CHICAGO. } 
RED LION COURT, 
FLEET ST., LONDON. | 


/T ALSO CIRCULATES 
LARGELY IN OHIO, 
NEW JERSEY AND 
ADJOINING STATES. 
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AAMERICAN. = 
AAGRICULTURIST_ 


THREE EDITIONS. 


COMPRISES 


A MERICAN Circulation, 72,000 
AGRICULTURIST_ Covering the [liddle 


NEW YORK. and Southern States. 











Circulation, 
catation» 57,000 


Covering the Western 
WESTERN EDITION, and Central States. 
CHICAGO. 


Circulation, 36 000 
; 7 


= , Covering the 
EASTERN EDITION, New England States. 
SPRINGFIELD, MASS. 


Covers the whole Country or any part of it. 


The Total Circulation is 


ese 165,000 WEEK. << 


The Three Editions cover the country thoroughly and our sub- 
scribers are the Progressive Farmers. Advertisers who want to 
reech certain sections can do it by using the edition best suited to 
their wants. 

The AMERICAN AGRICULTURIST Weekly is the popular adver- 
tising medium of the day, and results from this paper are not of an 
uncertain quantity. 

Rates cheerfully quoted on application to nearest office. 


Orange Judd Company, 


NEW YORK, CHICAGu, SPRINGFIELD, MASS., 


52 Lafayette Place. Marquette Building. 27 Worthington Street. 


| 
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MORE WANT ADS 


are printed daily in 


THE ST. LOUIS STAR 


than in any other St. Louis newspaper. 


COMPARE THEM 


and see if this is not so. THE CLASSIFIED 
PAGES of a newspaper are a sure 
index of its pulling qualities. 


IF YOU WANT YOUR AD TO PULL, 
ask our rate ot 


“EIKER,” 


148 Tribune Building, New York City. 
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BUTTER 
FOR YOUR BREAD. 
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Farmand home 
seriewe 250,000) cons 


GUARANTEED CIRCULATION. 


cr wives of American farmers annually sell 














millions of dollars’ worth of butter and 
cheese. That constitutes the good wife’s pin 
money. Do you get your share of it? If you 
have an honest, useful product to sell, try this 
paper. It is making money for others and will 
make it for you. 


Che Phelps Publishing Zo., 


SPRINGFIELD, MASS. CHICAGO, ILLINOIS. 


27 Worthington St. 204 Dearborn St 
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o VewsPAPEge They Continue to Grow A \eWsPAPEy 





Need Need Nee SD 


and more thoroughly 


COVER % ang AulTHe S 
Xp 


Kansas each year. WOW 
The Topeka—=*” 


Daily Capital 


CAPITAL Est ablis hed 1879 } 
( ‘OMMONWE AL TH, 1869 -Consolidated 1889, 
STATE RECORD, ” 1859 | 


THE NEWSPAPER OF KANSAS. 
\ Daily Edition, 10,249 


Average Circulation, 1896, - / 
. ( Sunday ¥y if, 219 


Average daily gain for 1896, . . 1 ,086 Copies. 
Average Sunday gain for 1896, . 730 








Only morning paper published in Topeka. 
Largest bona fide daily circulation in the State. 
No mushroom growth, but the accumulation of years. 


THE SEMI-WEEKLY CAPITAL. 


Eight pages, every Tuesday and Friday 
Leading Farm and Family Newspaper of Kansas. 


Average Circulation each issue for 1896, { j 15, 570 
Average gain for each issue in 1896, ee % 367 Copies. 


THE KANSAS SEMI-WEEKLY CAPITAL 
is read by the best class of farmers. 

It reaches over 1,200 post-offices and 
every county in the State. 


In Circulation, Character and the Confidence of the People, 
The ** Capital’? is without a rival in Kansas. 
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Is this just, 
Jones ? 


I have a competitor in St. Louis who is follow- 
¢ my method of demanding cash with the order. 
lle styles himself “Just Jones, the Ink Man,” but 
| fail to see where his methods are in unison with 





his name. 


He asks for 15 cents extra where checks are on 


local banks, but I could never understand the reason 
for same, as I never had to pay anything for collec- 
tion. He takes my advertisements word for word, 


nd the only change he makes in them is to put his 
ame at the bottom. I think he would do much 
nore business if he was more original, as that has 
cen the secret of my success. 
I am glad to match any job ink under the sun, 
put up in %4-pound cans, for 25 cents a can, with 
1e exception of Carmines, Bronze Reds and Fine 
‘urples. For these I charge 50 cents a 4-pound 
in. My News Ink is the best in the world and is 
Id at 6 cents a pound in 25-pound kegs and at 4 
ents a pound in 500-pound barrels. I will accept 
hecks on any local bank in the country and you 
ced not pay 15 cents extra. If my inks are not 
ound as represented I am glad to buy them back. 


Address 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 

















ON THE NEW YORK STOCK EXCHANGE. 


BROWN. 


BARNES. 


BROWN. 


BARNES. 


BROWN. 


I say, Barnes, those things you gave me are a great 
scheme. 

You mean the Ripans Tabules? 

Yes. When I went on the Exchange last Friday the 
bear crowd were knocking the stuffing out of Bur- 
lington & Quincy and I was long of it. That gone 
feeling in the pit of my stomach that I guess you 
know about took strong possession of me. I re- 
membered the story of the old gentleman who always 
took a Tabule when he found himself losing his tem- 
per, so I swallowed one then and there. 

Did it cure you? 

Indeed it did. I was all right in ten minutes. Always 
before on such occasions I have had a headache and a 
tired feeling to take home with me. One gives relief. 
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RIDE IN THE STREET CARS. 


If you can tell them in thirty words, and a 
good picture, what you have to sell, they will 
buy from you. 

If you can’t, you can get a good man to do it. 

If only your goods are good. If you have 
goods to sell that people need. 

The Street Cars will sell them for you. 

The cost is small as compared with other 
methods of advertising. The results are great. 


Write us for particulars. 


GEO. KISSAM & CO. 
253 Broadway, NEW YORK, 
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idvertising is used a great 
deal by the railroads, and seems to a 
ippeal to the average man in about brought i 
the same way as bargains in dry goods These 
appeal to the average woman; which vated are 
shows that some subtle want of ( i 
human system must be satisfi 


bargains. 


: pe _ 
Here is a big po ter about a rail 


SPEND WASHINGTON’ BIRTHDAY 





NIAGARA FALLS 


Special Rates and Extra inducements Offered by the 


WEST SHORE RAILROAD 





TICKETS ==> = 


Go and See NATURE'S WONDER 


VISIT THE HUNDRED POINTS OF INTERES 


ATO am a ai LS 8 A tmretere 


FOR "AN EXCURSION FROM 


POW TORE CTY 10 NAGAR PLS 


more 





manently 





bargain out by the West Sho advertisement merely referre 


1 as a part of their regular dis- ‘*‘ picturesque route 


Railroa 
Advertisers sometimes | 


play on the Brooklyn Elevated, in the 
system of Messrs. Geo. Kissam & Co. psychology, hypnotism and t 
A good striking poster, somewhat on of ‘‘ suggestion.” 
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THE FAVORITE 
Summer Tourist 
ROUTE * 




















fore the experiment wou 


be found a paying on¢ 





PRINTERS’ INK, 


ADVIC 


FOR ADVERTISERS 


The best advertising medium is 
THE DAILY PAPER. 


The best advertisement is the one that t 
what you want to say in the fewest 
and plainest words. 


~~ . - - 


So word your advertisement that it will 
understood. 
So display it that it will catch the eye. 
Insert it in the best daily paper—mind you— 
THE BEST. 


ORRIN rrr aernrnrnnmrns LIne 


‘If the advertisement is as good as it should be 
and the display is as good as it can be, 
one insertion ought to do the business. 

To do more business prepare a new ad- 

vertisement. 


RRR rrrmnmmrnrv 


For further advice, address 


10 Spruce Street, New York. 





